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Abstract 
 
This study explores the nature of language that affects consumer behaviour in Indonesia’s 
complex language context. The aim of the research was to describe and analyse the responses 
of Indonesian consumers to advertising for hypothetical smartphones that use English text in 
their slogan. This research involved content analysis of interviews with 30 middle class 
professionals in Jakarta to elucidate their views about advertising slogans using only English, 
mixed English and Indonesian, and only Indonesian language. Sociolinguistic and semiotic 
analysis was applied to data obtained. The findings of the study indicate that Indonesian 
consumers tend to respond favourably to the use of English in advertisements and, as expected, 
transfer the status the language enjoys in Indonesia to the advertised product. Mixed language 
slogans are less effective in this, while Indonesian only slogans are the least attractive to this 
demographic.  While the study showed that the use of English can be very beneficial in 
affecting purchase intention and contributing to brand building, Indonesian consumers often 
have interpretations of English terms that do not match those of native speakers. This may lead 
to their developing a negative impression of a product based on their characteristic 
understanding or misunderstanding of English in an advertising slogan. This suggests that the 
greatest benefit may be obtained by having advertising copy produced locally by advertising 
professionals who understand local usage of English as well as the sociolinguistic 
characteristics of the Indonesian market. It also indicates that the use of standardised 
advertising slogans may fail to achieve the desired effect in Indonesia’s increasingly affluent, 
middle class market.  
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Chapter 1 
Introduction 
 
This chapter provides the background for this study and describes its aims, justification and 
significance. In addition, it presents the research questions that shape the study and outlines 
the limitations and methodological approach. 
 
1.1 Background 
Indonesia is one the most populous countries in the world, after China, India and the United 
States, with a population of some 253 million people. This large population has been seen as a 
demographic benefit capable of stimulating economic growth in Indonesia. The National 
Development Planning Agency (Bappenas) forecasts that economic growth will exceed 7% 
from 2015 to 2019 because of the large number of people in the most productive age ranges 
(Bappenas, 2014). Indonesia’s large population and prospects for economic growth make the 
country an attractive target market for multinational and exporting firms from other countries, 
and this may result in an increase in the number of imported products available in the local 
market over time. At present, Indonesia is the 16th largest economy in the world with 45 million 
people making up the consumer class (Oberman et al, 2012). New products, and especially 
those from other countries, are increasingly attractive to this growing middle class.  Consumer 
confidence has been extremely high in Indonesia, although it declined slightly in June 2015, 
perhaps in response to pessimism about personal finances. Nonetheless, confidence remains 
very high with 84% of the public reporting optimism that the economy will be good and almost 
42% who say they are better off than one year ago (Roy Morgan, 2015). Increasing access to 
technology, as a result of rising income and also infrastructure improvement, means that 
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traditional and new media are increasingly available to advertise products and reach more of 
the consumer base.  
 
Global advertising spending was expected to double in 2014 over 2013 to reach US$545 
billion. Digital advertising accounts for more than US$140 billion, more than 25% of total 
spending (McCabe, 2014). Indonesia currently leads Asia in spending on advertising, with an 
annual growth rate of 15% which is expected to continue. Most Indonesians (78%) report that 
television is the most relevant form of advertising, with 48% citing social media in this role 
(Nurhayati, 2014). While television has been a dominant form of media in Indonesia for several 
decades, social media and internet use in general has increased rapidly in recent years. The 
majority of Indonesians access the internet on mobile devices (smartphones and tablets), and 
the country has become one of the top users of social media in the world (Budisanto, 2012).  
 
The impact of mobile communications technology and the internet have had a major impact on 
economies around the world (O’Leary & O’Leary, 2005). The appearance of smartphones has 
been particularly significant because of the power of these devices to access social media and 
use the internet in ways that can replace a standard computer. Indonesia is currently the 3rd 
largest smartphone market in the Asia Pacific, and the number of smartphone users in Indonesia 
is expected to grow further from 55 milion in 2015 to 92 million in 2019 (Indonesia Investment, 
2016). In addition, the growth of the Indonesian economy, along with increasing consumer 
purchasing power, suggests that Indonesia will remain a very desirable market for smartphones 
and related products. These devices are already extremely important in the social and cultural 
life of Indonesians nationwide. 
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It has also been suggested that the market saturation for 4G technology in USA and Japan 
means that manufacturers will be seeking new market opportunities, and Indonesia may have 
great potential as a market for 4G smartphones. The Indonesian government is committed to 
developing broadband service for all 514 regencies and municipalities in the nation. Through 
the Palapa Ring project, 11,000 kilometres of undersea fiber-optic cable will be installed across 
the country to facilitate faster, more reliable internet use in all parts of Indonesia (e-Marketer, 
2015). Currently, less than 40% of the Indonesian population owns a smartphone because the 
4G network required for smartphones or tablets is not yet available everywhere. The majority 
of the Indonesian public is still using voice and text messages (Indonesia Investments, 2016).  
 
The growing middle class in Indonesia is increasing using smartphones for a whole range of 
communication activities, including e-commerce, video calls and streaming. These activities 
are contributing to a new life style, particularly in urban areas, where social change has been 
especially rapid. Nonetheless, smartphone usage is still considered low with a great deal of 
room to grow. Many users are dissatisfied with the technical aspects of smartphone usage and 
report problems with browser speed, instability, difficulty using available apps, and so forth 
(Mediabuzz, 2017). 
 
Not surprisingly, Indonesia is increasingly seen as a desirable market for personal electronics, 
especially mobile telephones and tablets that consumers use to access the internet.  Advertising 
for products of this kind is intense and dynamic and often draws on the social attitudes of 
Indonesians with respect to linguistic and cultural content. However, the specific elements, 
concepts, and language use of this content has not been studied and little is known about the 
impact of specific marketing campaigns or techniques on Indonesian consumers. 
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1.2 Aim  
The aim of this study is to describe and analyse the responses of Indonesian consumers to 
advertising for personal electronics products that uses English-language text . The extent to 
which such advertising content has an impact on consumer opinion will be evaluated, and the 
specific understanding of such usages by Indonesian consumers will be studied to identify the 
impacts of this kind of approach to the market. 
 
1.3 Justification  
Indonesia’s large population of people of working age makes it an attractive target market for 
foreign companies that produce consumer products.  For its part, Indonesia is anxious to 
become part of the globalised world and participate in international consumer trends. As the 
world’s fourth largest country, Indonesia is a large potential market specifically for 
smartphones and other internet-capable devices, with the country having one of the largest 
populations of Facebook users (some 70 million) and also a growing number of Twitter users 
(Rusling, 2014). According to The Boston Consulting Group, in 2020 there will be around 250 
million Indonesians who use the internet as the middleclass population continues to grow 
(Aguiar et al, 2010). The potential number of people using the internet makes Indonesia the 
largest mobile market in the world. It is estimated that, over the next three years, there will be 
about 75 million smartphones sold in Indonesia (Redwing, 2014). Competition between 
smartphone producers to market their product in Indonesia is intense, especially for devices 
that meet the needs of consumers who prefer to buy simple, cheap smartphones that are 
affordable to the lower income population (Sentana, 2014).   
 
Sales figures indicate that 30% of the 12 million smartphones sold in Indonesia are cheaper 
models for the low-end market and are mostly manufactured in China (Sentana, 2014).  The 
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large volume of potential sales has made many producers interested in the Indonesian market 
for smart devices that may appeal to a growing number of consumers. Blackberry, for example, 
a Canadian mobile phone manufacturer, has introduced a lower cost smartphone in Indonesia 
designed especially for the needs of local consumers. Drastically declining sales (from a 43%, 
market share in 2011 to 14% in 2013) led Blackberry to target the low-end market as a way of 
surviving in the very competitive smartphone market.   They have recently launched a cheap 
smartphone with local language support specifically for the Indonesian market that targets the 
untapped potential of the market (Donzuso, 2014). 
 
As competition between smartphones producers becomes tougher, advertising is more crucial 
for producers with global brands, such as Samsung, IPhone, Blackberry, HTC, or Nokia. These 
producers tend to use advertisements that make use of English language to attract the attention 
of potential purchasers and encourage them to buy their products. As English is not widely 
used or understood in Indonesia, this advertising approach has a strong symbolic aspect. This 
research will focus on attitudes toward this use of English in advertising in Indonesia and 
explore the effects of using English to advertise products to Indonesian consumers for whom 
English is a foreign language. It will provide insights into the perceptions and interpretations 
of consumers who are exposed to marketing that makes use of English and investigate how this 
approach influences their thinking about certain products. This, in turn, will provide important 
information that can be used to design effective marketing for Indonesia and to better 
understand consumer reactions in this very large market. 
 
1.4 Significance 
It is expected that the results of this research will help to explain the nature of language that 
affects consumer behaviour in Indonesia’s complex language context. The research will 
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provide meaningful knowledge about the Indonesian market that can be used to create more 
effective advertisements and appropriate marketing strategies that fit with the interests and 
perceptions of the target market. Further, this study will supplement our understanding of the 
symbolic use of English in Indonesian advertising and the reactions of consumers to marketing 
campaigns that make use of English, which is a foreign language to consumers. In addition, 
this study may be relevant in other markets where English is not the mainstream language but 
has high symbolic value similar to Indonesia. 
 
1.5 Research Questions 
The research questions for this study are: 
1. How does the use of English language in advertising slogans influence consumers’ 
intention to purchase the advertised item? 
2. How do consumers perceive the use of English in advertising slogans and what is the 
symbolic content of such material? 
3. To what extent do consumers understand the meaning of English used in advertising 
slogans and how does their understanding compare to the intended interpretation? 
4. To what extent does use of English affect the prestige, social value, and/or brand 
building of the advertised items? 
 
1.6 Overview of Methodology 
This study uses a qualitative methodology using a semiotic and sociolinguistic approach to 
identify consumer attitudes towards the use of English words and terms that appear either alone 
or with Indonesian in advertising slogans for smartphones in Indonesia. It makes use of sample 
slogans that have appeared in the Indonesian media as well as test messages designed based on 
the sociolinguistic understanding of the role of English in Indonesia as reported in the literature. 
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Consumers in the main demographic for smartphones are interviewed about their 
understanding and impressions of the sample slogans. This methodology is discussed in detail 
in Chapter 3 below. Ethics approval for this study was granted by Deakin Research. 
 
1.7 Limitations 
This study focuses on middle class, urban consumers in Indonesia who own or are interested 
in purchasing smartphones or tablets. Its findings relate to this consumer demographic and may 
not apply to purchasers of similar products in more rural areas of Indonesia. Similarly, this 
study is limited to consumer interest in smartphones and may not apply to other types of 
products. Nonetheless, the findings of this study are expected to have wide relevance for 
advertising in Indonesia, as consumer attitudes and perceptions tend to be heavily influenced 
by national culture, regardless of where consumers are located. Further, while specific to the 
Indonesian linguistic and cultural context, the findings of this study may provide insight into 
consumer behaviour in other parts of Southeast Asia and the world where English is in limited 
use as a language of communication. 
 
1.8 Structure of the Thesis  
This thesis contains six chapters. Chapter One provides an introduction to the study. The 
literature relevant to the study is reviewed and discussed in Chapter Two. Chapter Three 
describes the methodology and research design. Chapters Four contains the findings of the 
study; these findings are discussed in Chapter Five. Chapter Six contains the conclusions of 
the study as well as recommendations for further research.  
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Chapter 2 
Literature Review 
 
This chapter contains a review of literature relating to global marketing, global advertising 
strategy, consumer behaviour and attitudes, global branding, language in Indonesia, and 
semiotics and sociolinguistics in advertising. In addition, literature relating to cultural factors 
that affect language use and language perceptions in Indonesia is reviewed as part of the context 
of this study.    
 
2.1 The Concept of Global Marketing  
De Mooij (2010) defines globalisation as the conceptualisation of the world as a single place. 
Globalisation, in this context, includes the way people adapt to changing flows of capital, 
technology and media. She explains that globalisation has forced people to adjust to global 
changes, especially with regard to the exchange of goods and services across wider regions. As 
a result, globalisation has changed the nature of marketing activities and has created challenges 
which must be understood if companies are to interact effectively in global markets. In 
addition, the global market also affects domestic markets, which will, in turn, affect marketing 
strategies. Global marketing can result in the saturation of domestic markets, the development 
of emerging markets, a lack of opportunity in the domestic economy, an increase in global 
competition, the need for global integration, and the expansion of the internet as a marketing 
tool (Kotabe & Helsen, 2014). According to Lee and Carter (2012), the challenges of global 
business must be considered in the context of this changing global environment; for instance, 
the endorsement of new rules for global assurance, the need for new global planning, the 
demands of new global consumers, long term relationships with strategic partners, global 
competition with value innovation, new technology to achieve global efficiency, the role of 
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improved knowledge as a competitive advantage, and corporate social responsibilities toward 
all stakeholders must increasingly be considered.  
 
Johansson (2009) defines global markets as markets in which buyer preferences are similar 
across countries. He describes the characteristics of global markets based on customers and 
competitors in markets where customers can buy products anywhere in the world with no 
boundaries to limit their purchasing behaviour, and where competitors can expand their 
business to increase national market competition by merging with companies based in other 
countries to downgrade local competition. Johansson considers global marketing to involve 
integration across countries in specific markets and conformity through standardised products, 
homogenous packaging, consistent brand names, and similar advertising in different countries. 
In this way, global marketing is unlike general marketing. Kotabe and Helsen (2014) consider 
that the scope of activities of global marketing require the focussing of resources on global 
market opportunities and threats, with concentration on the host country rather than the home 
country. Similarly, Lee and Carter (2012) define global marketing as an effort to market 
products across the barriers represented by political and cultural delineations in order to 
maximise the potential of the market in light of variations and parity with the competition.  
 
According to Levitt (1983), the success of a global company comes not only through adaptation 
or customisation of the market, based on differences in product preferences, spending patterns, 
shopping preferences, and legal arrangements, but also the acceptance of and adjustment to 
these differences by trying to develop and modify practices in recognition of global precedents. 
De Mooij (2013) notes that this represents a paradox in global marketing and advertising where 
standardised products have to accommodate local consumer needs and habits to fit with 
consumer behaviour in target markets which may be very different from the market where the 
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product originates. Marketers have to learn to understand such diverse markets and adapt or 
translate local approaches in the marketing of global products.  
 
Global marketing activities that are carried out worldwide may still be based on core markets. 
Many researchers, as discussed by Kotabe and Helsen (2014), have found that there are 
evolutions in the process of global marketing from the domestic marketing stage to a global 
marketing stage. The first stage of the process is domestic marketing which only focuses on 
fulfilling the needs and wants of domestic markets and considers the environment in the 
country where the product originates. The second stage is export marketing which generally 
begins with penetration into a foreign system, where the company tries to adjust to changes in 
the environment by seeking new, external markets.  The next stage is international marketing 
where the company tries to explore the new market for growth potential and expand its business 
overseas. In this stage, companies may start to adapt their product and promotion based on the 
responses of the foreign market. This may develop into multinational marketing, where 
companies sell their products in several countries and may have developed manufacturing and 
marketing processes for their products based on regional demand. The last stage is global 
marketing in which the operations of the company are spread around the world.  
 
According to Keegan and Green (2008), the essential question for a global company is how to 
maintain sales of products at desired levels in different places. Douglas and Craig (1989) state 
that the development of marketing strategies adapted for local market expansion, with an 
accompanying adaptation of advertising, including sales promotion, pricing and distribution 
channels, can stimulate local market penetration. Using this approach, a number of 
multinational companies have transformed into global companies. This type of experience is 
epitomised by companies like Unilever that have successfully integrated global marketing 
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approaches into its business by focusing on global brands for products, advertising and 
distribution structures (Sheth and Parvatiyar, 2001). 
 
According to the United Nations (2014), trends in urbanisation suggest the world’s population 
will reach 2.5 billion people by 2050 with 90% concentrated in Asia and Africa. The growth 
potential of economies in Asia has allowed global companies to realise the potential market in 
these regions. Sheth (1992) describes the emergence of global marketing as a response to a 
borderless world driven by macroeconomic forces, in contrast to regional integration, ideally 
creating an ideology-free world, technological advances, and borderless enterprise. Johansson 
(2009) states that there are five drivers of globalisation: market, competition, cost, technology, 
and government. Examples of market drivers include common customer needs, global 
customers, and transferable marketing. An example of a competition driver could be the way 
that companies learn from competitors’ mistakes and use such knowledge to their own benefit. 
Cost drivers include economies of scale and global sourcing advantages. A ubiquitous 
technology driver is the development of the internet that can be accessed everywhere. Finally, 
government drivers include trade policies, compatible technical standards, and marketing 
regulations.  
 
Factors that derive from the social environment of consumers are also important in developing 
a global advantage. Domzal and Unger (1987) discuss several of these factors and stress that 
psychological and cultural aspects of the consumer base can be significant. These factors may 
suggest that certain products will have universality of demand that can be taken advantage of 
by companies by focussing on value and quality. They also note that not embracing a global 
strategy places a company at a competitive disadvantage and will mean it will not be able to 
take advantage of potential markets. Nonetheless, it may be difficult to ascertain the relevant 
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cultural factors that can affect a product’s desirability in a given market, and the importance of 
language and sociolinguistic issues, non-linguistic behaviour, and the social context should not 
be overlooked. 
 
There are also significant challenges for global marketing that relate to infrastructure and 
operational activities that can affect adjustment of product, price, distribution, and promotion 
across national boundaries which may result in difficulties associated with material, people, 
processes and facilities, especially in emerging markets (Sheth & Parvatiyar, 2001). It is here 
that knowledge about the cultural characteristics, customs and other elements of a market is 
important in global marketing activities where adaptation to a range of conditions in different 
markets is needed (Svensson, 2002). Oumlil and Rao (2005) consider standardisation or 
adaptation to specific country markets to be a major challenge of marketing practices across 
global markets. De Mooij (2003) notes that sociodemographic and psychological factors are 
being considered more frequently in marketing activities, as adapting to cultural values will 
make global marketing strategies more effective as part of a company’s overall marketing 
activities. The decision to standardise the message in advertising is an example of this. Global 
brand advertising needs to create an idea that sells the product using universal concepts for 
global consumers. However, adaptation will often be needed because people use different 
languages which means global advertisers need to translate or rewrite text or slogans for global 
products. Changes in the meaning of the message will inevitably emerge because language 
represents the culture of a market (De Mooij, 2010). 
 
In summary, globalisation has impacted on various domains including the social and cultural 
environment, technology, politics, and economics. From an economic point of view, 
globalisation has led to change in the trading activity of goods and services without boundaries 
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between countries. The impact of globalisation has also affected the marketing strategy of 
multinational or global companies in identifying market segments to serve as target markets.  
The purpose of global marketing then is to sell global products with global brands in global 
markets, a process that requires the integration of marketing activities, including products, 
price, placement and promotion on a worldwide scale. The macro environment is not only a 
challenge for global marketing strategies but demands a level and depth of knowledge to 
understand how cultural characteristics relate to a given market. This includes the language 
and values that exist in various locations and that must be taken into account in marketing to 
consumers. Advertising for global brands must be a consideration for global companies in 
selling products in a host country and is the key for multinational and global companies in 
reaching the widest possible market with benefit comparable to that they accrue in their home 
market. This depends on astute use of language and cultural references, the value of which for 
advertising is influenced by the characteristics of society in different cultures and determines 
the relevance of marketing and advertising to global consumers. 
 
2.2 Global Advertising Strategy 
Standardisation and adaptation are very important in a global marketing strategy which 
includes product, price, distribution and promotion which are all influenced by the cultural 
environment of the target market. Any deliberate adaptations of the marketing mix need to take 
into account local culture. For this reason, companies engaged in global marketing must 
recognise the influence of cultural factors on their profitability. For instance, Coca-Cola is a 
global company that has had success with global marketing strategies in emerging markets. 
According to Ahmet C. Bozer, President of Coca-Cola in Eurasia and Africa, the strategy of 
Coca-Cola to increase profitability, in particular in emerging markets, centred on the company 
finding the right global marketing mix in their operations (Holstein, 2011).  By empowering 
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local managers, establishing pricing strategies, designing local advertising campaigns and 
launching new products that appealed to local consumers as well as effective advertising using 
appropriate cultural content, global companies can standardise their marketing activities to 
better understand consumer behaviour and the factors that influence it.  Coca-Cola, for 
example, broadened and created this type of communication in many countries, such as Turkey, 
where the company uses advertising that reflects local interpretations of Ramadan, the Muslim 
fasting month (Holstein, 2011).  
 
The evolution of global advertising began in the 19th century when advertisers recognised the 
importance of building awareness among consumers through promotion (Jain & Roy, 2012). 
Since that time, advertising has become a major activity of business sectors of all kinds and 
has developed into a highly specialised and professionalised activity. However, it has also been 
observed that the local markets that make up the global environment do not all react in the same 
way to the same types of advertising. The complexity of the global market is widely recognised, 
as is the need to adapt to various consumer groups within it (Bulmer and Buchanan-Oliver, 
2006).  In the Asia Pacific region, for example, where net advertising revenues increased 5.0% 
in 2014 and are forecast to grow an additional 5.7% in 2015 (Media Business Asia, 2014), 
significant differences in culture, political institutions and economic structures mean that 
advertisers have to create material that will generate a similar response from consumers from 
many different backgrounds (Okazaki et al., 2007).  
 
Onkvisit and Shaw (1999) note that standardised advertisements designed in the home country 
of a product can often be used in other markets. However, ads that attempt to reach a generic 
group of consumers across a range of markets may fail to address the diversity of perception 
among the target groups. Onkvisit and Shaw (1999) present research that has shown that 
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demographic, linguistic, cultural and economic differences between countries will result in 
different feedback to advertising, even if consumers express a similar impression or reaction 
to a given standardised campaign. Identification of market conditions and consumer 
characteristics will help advertisers standardise their advertising based on the similarities in 
demographics, language and heritage of the markets of interest. 
 
While standardisation and adaptation are very important in global marketing strategies which 
concern product, price, distribution and promotion, all of these factors may be influenced by 
the cultural environment of the target market. De Mooij (2010) finds that convergence in 
standardised marketing and advertising has become controversial over the past few decades, 
despite the fact that standardising processes and products has advantages related to increased 
production output and more efficient research and development. However, standardisation in 
advertising is not always possible or desirable because of differences in consumers’ needs and 
wants in diverse markets.  The literature does suggest that standardised advertising campaigns 
can be effective in many different markets. Duncan and Ramaprasad (1995), for example, 
discuss the advantages of standardised advertising to multinational companies. Their research 
suggests that the factors that impact on standardisation include the complexity of the 
standardised material in various regions, the role of ego and economics in the target markets, 
and a similarity of products that suggests a need for advertising to be more standardised. Local 
agencies will able to use the standardised ads along with localised material, and the copyright 
can be extended to cover these campaigns. 
 
Fatt (1967) notes that the nature of standardised advertising in foreign markets can be adapted 
to local markets by using translated copy of the original advertisements into the local language. 
The effectiveness of standardisation in the international marketing of products or services in 
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different countries is based on an assumption that advertising for products or services will be 
the same everywhere and similar advertising will convey the same message in all markets. 
Levitt (1983) notes that the acceptance and modification of marketing material to address the 
differences in product preferences, spending patterns, shopping behaviour, and the legal 
context will lead to success for global companies in global competition. The decision to 
standardise international advertising is influenced by variables that include products, 
competition, organisation, control, infrastructure, government, and market/social factors 
(Harvey, 1993) . Ruževičius and Ruževičiūtė (2011) state that another factor that impacts on 
standardisation of international advertising is the legal and administrative context. Formal 
controls on content, as well as social norms, may differ from location to location, and it may 
not be possible to use a given campaign in its original form in a new market without adaptation. 
 
For this reason, it is not always possible to make use of advertising developed in one location 
in another because of different standards about what can appear in the media, the kinds of 
language and slogans that can be used, and the claims that can be made for products. It has 
been found that identification of the market situation and consumer characteristics based on 
differences in demography, linguistic background, culture and economic status will support 
effective standardisation (Onkvisit & Shaw,1999).  This suggests that marketing campaigns 
have to be tailored to fit the advertising message to the target market using criteria that will be 
suitable for each market and that are based on the special characteristics of that market. This 
may be a challenge to standardisation of advertising as a practice, and it may be necessary for 
companies to seek a balance between one set of standardised advertisements for their products 
and highly specific campaigns designed for each individual market they participate in. 
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This means that there are both macro (national-level) and micro (operational-level) factors that 
influence global advertising strategies which must be considered by advertisers in designing a 
global strategy that can be adapted to fit consumer perceptions in different countries.  The 
relevant macro factors include differences in the economic structure of national markets which 
dictate the cost of a given product sold in different locations and may also influence advertising 
and marketing strategies; the type of media used which will affect global advertising strategies; 
different advertising regulations in different countries; and differences in consumer 
background that include culture, values, perceptions and habits as well as norms relating to 
consumer feedback about advertising. Micro factors include the nature of visual imagery that 
will affect the meaning of advertisements based on cultural context which, in turn, will 
determine how the content is understood; the emotions and brand feelings that can help explain 
different responses to the content of advertising in different locations; the message and 
likeability of ads which relates to whether the advertiser has used a global or local approach; 
the use of model and brand names to create a global perception of the product and make 
consumers aware of global brands or to raise the perceived quality of products; the use of music 
as the background of an advertisement to help consumers grasp the message in advertising; and 
the budget for advertising that will influence the expenditure of a company to create global 
advertising for a target market (Jain & Roy, 2012). The present study addresses certain aspects 
of the micro environment of global advertising, namely the ways in which the use of English 
terms and phrases in Indonesian ads may influence consumer perception of product quality and 
global status as well as the contribution of this strategy to consumer recall and reaction to 
advertising material. 
 
Taylor (2002) notes that there are issues that must be considered by international advertising 
research that include the standardisation of advertisements across markets and                                    
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recognise the importance of the target market. This is recognition that the effects of advertising 
on consumer decision making include the establishment of global brand images, brand equity, 
advertising, and consumer behavior in cross cultural marketing. De Mooij (2005) explains   that 
the factors that are significant in standardisation include the category of product, product life 
cycle and the culture of the company. In fact, these factors are related to characteristics of the 
target market. Global companies must understand the product categories that are relevant in 
the context of consumer response.  In addition, product life cycle may determine the level of 
customisation of marketing communication that is appropriate for a given market. In global 
advertising, differences in language can be a problem in marketing communication because 
standardisation in advertising involves a lot more than translation of the meaning of a message. 
It must create an association for the brand that has meaning to members of the target market 
and must also take into consideration the values and users of the product, places, occasions, 
moments, or moods when the products can be used, visual images of the logo, and the 
characteristics of the product that may impact the process of purchase decision making (De 
Mooij, 2005). 
 
In summary, the literature suggests that there are both macro and micro factors that can 
influence the effectiveness of a standardised advertising campaign. Among these factors is the 
language of a given target market, and it is understood that the language of marketing 
communication can affect the perceptions and impressions of potential consumers. For this 
reason, it is not always possible to either use standardised advertising that was developed in 
the country of origin of the product or service being offered or to translate the message of 
advertsising material developed for another market into a relevant language. Instead, it is 
necessary to consider the language and culture of the target market and, based on knowledge 
and understanding of its consumers, tailored advertising to its linguistic norms. 
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2.3 Consumer Behaviour and Attitude 
Cultural differences, including language can have a significant impact in advertising in 
different markets (Doole & Lowe, 2008). De Mooij (2005) explains that the purpose of 
advertising is to convey a message about a product. This is complicated by language factors, 
especially as many advertisers have English-language material as a starting point. De Mooij 
(2003) also notes that the effectiveness of a marketing campaign can be enhanced if a company 
considers culture a variable that may determine consumption such that differences in culture 
can be used to explain differences in product consumption across countries. Studying culture 
will allow the global marketer to develop global communication that does not depend on all 
consumers sharing the same view of products and having the same type of purchasing behavior.  
The challenge faced in global advertising is to create advertisements for global brands that 
account for local cultural differences. Creating global advertising is not simple, since the 
misuse (in a social or colloquial sense) of words in a local language may change brand 
perception, sales, and market share of the brand in question. A lack of connection between the 
global headquarters and regional units of a company can impact on the cultural content of 
advertisements as well as the ability of global advertising to contribute to building a global 
position, brand image, competitive ability, and market share. Inadequate or inappropriate 
global advertising media may impact on marketing communication as a whole and can 
significantly affect a company’s image and consumer response (Jain & Roy, 2012). Hassan and 
Katsanis (1991) note this as well and discuss the considerable challenge for consumer 
marketing in global markets that involves dealing with segmented markets across cultures. 
 
De Mooij and Hofstede (2010) present a model for effective advertising intended to address 
this issue that incorporates an understanding of the cultural values of consumers. This model 
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implies a strategy that centers on the individual consumer who is seen as having unique social 
and mental processes. The model is based on the idea that each individual is an autonomous 
entity with attributes, qualities, and processes that give rise to behavior as well as personality 
factors that come from differences in traits, abilities, motives, and values. Personality may be 
significant to marketing activities because it relates to identity, image, behavior and lifestyle. 
These factors, in turn, may impact consumer behavior across cultures and hence determine 
consumer decision-making processes. While this model is largely intended to inform research 
on the effects of culture in consumer behavior, it points up the importance of understanding the 
relationship between the cultural context and individual and group behavior in relation to 
consumer decision making. 
 
De Mooij (2005) further discusses the social processes that relate to consumer behavior in 
purchasing products and include motivation, needs, emotions, drive and group process. In 
addition, internal factors such as emotional development and socialisation may also affect 
behaviour. Purchasing decisions can also be influenced by group association where informal 
communication, especially the views of a group leader, may serve as a source of authoritative 
information. There are also cultural differences in how information is obtained. For example, 
people in collectivistic cultures may obtain more information from social networking while 
those in individualistic cultures may rely on the mass media.  
 
De Mooij and Hofstede (2010) discuss how the mental processes that relate to how people see, 
think, use language, and learn and communicate are part of an internal psychological system 
that develops through socialisation in a given environment and exemplifies the cultural 
dimension of consumer decision making and behavior. Cultural variations in social inference 
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suggest that the psychology of culture may appear as a confounding factor that impacts 
consumer behavior (Norenzayan, Choi & Nisbett ,2002). 
 
Communication in global marketing is a concern for global marketers in developing global 
marketing strategies of which promotion is an integral component that is intended to inform, 
persuade, and remind consumers about products and brands. Advertising is a form of marketing 
communication that is both persuasive and utilises the media such that it is necessary for global 
companies to develop effective advertising that is easily recalled by consumers. In this, 
however, cultural differences may be a constraint that requires attention in the context of global 
marketing. This includes language differences, which can be seen as a proxy for culture and 
that determine how advertising will be understood as well as the impact it will have on members 
of the target market.  
 
The most important aspects of consumer behavior are their beliefs, feelings, attitudes and 
intentions. Past behaviour is not a good or reliable a predictor of consumer actions; their 
intentions and expectations are much more meaningful. It is accepeted that consumer intentions 
derive from their attitudes, beliefs and feeling. For this reason, there are a number of models 
that try to account for these types of consumer preceptions. One of these is the Fishbein-Ajzen 
Behavioral Intention Model. This 1967 model bases the relationship between behavior and 
intention on the extent to which intention corresponds to observed behavior, the time gap 
between the measurement of intention and the occurrence of the bahviour, and the extent to 
which the individual can act on these intentions, either alone or with the assistance of others 
(Miniard & Cohen, 1981). 
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Fishbein and Ajzen (1975) suggest that a person’s behavioral intentions are influenced by 
personal attitude and social attitude. The Fishbein intentions model shows that behaviour is 
affected by behavioral intention as well as by attitude toward a given action that is associated 
with behavior and the evaluation of consequences. Using the Fishbein model, Lee and Green 
(1991), in research about the role of social influence in consumer behaviour and intention in 
the marketplace, showed that social influence determines consumer behavioural intentions in 
collectivist cultures like Korea.  In western countries, like the United States, that are seen as 
more individualist, personal attitudes tend to be more influential on purchase intentions.  
 
A second influential model is the concept of the ideal point, which is defined as a combination 
of attitude and attribute values that create an ideal choice. The model can be used to identify 
consumers’ preferred or ideal product attributes. Under this model, consumers evaluate 
possible choices to determine which will be most useful to them in like of their preferences 
(Chernev, 2003). Preferences relate to attitudes, which in turn depend on beliefs and also 
feelings. How using a product makes consumers feel can be just as important. These feelings 
may emerge when consumers are processing advertising, not just when they are using the 
product itself (Blackwell et al, 2006).      
 
One important aim of advertising is to influence consumers’ attitude toward products and 
brands. A great deal of research concerns the way in which a persuasive message can lead to 
attitude change. The strength of new consumer attitudes that come about because of advertising 
depends on the extent to which the consumer can process the information in the advertisement. 
Various techniques have been developed to change consumer attitudes, and the chosen methods 
will depend on what is being advertised and how long the advertiser hopes the new attitude 
will last (Jansson-Boyd, 2010).   Some frequently used methods include colours, novelty, 
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personal relevance and preferences and brand identity. Interestingly, it has been found that 
consumers who have an initial preference for a specific product pay more attention to 
information that confirms this preference than to information that might contradict their belief 
(Chernev, 2001).                                                          
 
In summary, the literature shows that consumer attitudes, perceptions, and beliefs are 
significant in their decisions to purchase products. These views and feelings are influenced by 
the information they possess which is transmitted though language and image aspects of 
advertsising. While it is possible to change consumer perceptions through advertising, this can 
best be done using language that fits with the cultural and linguistic expectations of the market. 
A number of models exist that show how consumer behaviour, as manifested through the 
choices they make about products and services, is affected by their attitude, which can be 
formed or changed by advertising. In this sense, the nature of advertising material is crucial 
because attitude toward a product can be changed in either a positive or negative direction that 
will lead to a preference either for or against the product in question. Because advertisers seek 
to create positive attitudes that lead to ideally strong and longlasting preferences for their 
product, the nature of their advertising in terms of language, cultural referents, and imagery is 
a matter of serious consideration and attention. 
 
2.4 Global Branding 
Global business requires that products and services be sold in multiple markets in different 
parts of the world. From the point of view of a company that wishes to do this, a global brand 
is vital. A global brand refers to an image that can include elements like a slogan, visual 
representation, or logo, but may also involve a concept or overall impression that can be 
 
 
24 
 
recognised by consumers in different markets and is directly associated with the company that 
produces the product or provides the service associated with the brand. 
 
Nandan (2005) defines brand as an intangible asset that can encourage acceptance by 
consumers and can provide a competitive advantage for companies in market competition. 
Seetharaman, Azlan Bin Mohd Nadzir and Gunalan (2001), suggest that a brand is an elusive 
asset that is valuable for a company in raising its volume of business. Similarly, the American 
Marketing Association , as cited in Kotler and Keller (2012, p.241), defines brand as: “A name, 
term, design, symbol, or any other feature that identifies one seller’s good or service as distinct 
from those of other sellers.” According to these definitions, brand represents the identity of a 
company that is visible in its offers of products or services (including such things as a trade 
name) that differentiates it from other companies. 
 
Lee and Carter (2012) explain that brand plays an important role in creating a position in the 
market. For this reason, companies have to establish a brand with added value that gives 
information about the quality, price, and performance of the product or service. The social and 
psychological aspects associated with a brand can be considered by global companies in 
creating name recognition that can transfer across markets and adapt to market response.  In 
this, Keegan and Green (2008) note that global products are offered to fulfil the wants and 
needs of markets in all world regions. Global brands are products that use the same name and 
have a similar image and position in all markets. In considering the nature of international 
markets, De Mooij (2005) notes that global brands may have the same names and logos all over 
the world, but the products themselves may vary by default because products have to be adapted 
to local tastes. A cultural approach to global branding can be taken based on historical, 
geographical, and social factors across cultural contexts in recognition of the fact that the 
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success of branding, as a means of communication about goods or services that can satisfy the 
need and expectations of consumers, is dependent on the perceptions of the consumers who 
will potentially buy the product or service (Cayla & Arnould, 2008). 
 
The challenge in creating a global brand lies in adapting the brand to different regions of the 
world (Hollis, 2008). This represents a major undertaking for product creation and placement 
because consumers in different parts of the world may have different motivations and interests 
that derive in part from their cultural background. Cultural, psychological, and social 
characteristics, as well as marketing mix strategy, are the factors that influence consumer 
behaviour that will impact consumers’ purchasing decisions that involve brand loyalty. In other 
words, global companies have to build a brand acknowledged by the global market. Marketers 
can adjust brand elements, for instance by using phonetic or semantic translation or changing 
brand slogans or advertisement taglines (Kotler & Keller, 2012). This is a way companies can 
create global brands that recognise their consumers by addressing the differences and diversity 
in different countries as well as the cultural orientation of the consumers themselves.  
 
Hollis (2008, p. 25) defines a global brand as “one that has transcended its cultural origins to 
develop strong relationships with consumers across different countries and cultures.” He notes 
that global brands tend to have wide variation and may not be identical around the world, but 
marketing mix can be adapted across countries and cultures. He gives the example of Rexona, 
the most popular deodorant in the world, which has the same product positioning, formulation, 
packaging and advertising worldwide, but is sold under different brand names in various 
markets. In some Asian countries the brand is known as Rexena, which is believed to be easier 
to pronounce in the country’s language. This points up an important connection between 
branding and language and culture considerations, since marketing activities necessarily 
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involve language and symbols, and these aspects of language differ significantly across 
language groups (Crystal, 1997). For this reason, Hollis (2008) considers that global brands 
need to transform to create a relationship between the original culture of production and the 
culture of consumers in other countries.  
 
Krueger and Nandan (2008) find that most global companies that have succeeded in creating 
brand equity, such as Starbucks, Toyota, Disney, Intel and eBay, have been able to build strong 
international brands by establishing an image in consumers’ minds about their product. In 
doing so, it may be necessary for a brand to become associated with something that 
distinguishes it from other similar products or services. In relation to this, Kotler (1997) states 
that consumers will accept products based on a brand image that makes it appear unique. Keller 
(1993) similarly relates brand equity to a differential effect of consumer knowledge about brand 
that includes perceived unique attributes of the product, which can be seen as a type of added 
value.   
 
The perception of a unique or special nature of a product can contribute to its equity which, 
according to Seetharaman, Azlan Bin Mohd Nadzir and Gunalan (2001), depends on three 
fundamental factors including awareness, loyalty, and quality perception. Equity relates to 
consumer familiarity with the brand, while loyalty to the brand involves a continuing 
commitment to using it on the part of consumers, and perceived quality of the brand relates to 
the ways in which the brand is superior to others that may also be available. Global companies, 
in particular, have to establish a brand which is different from competitors through brand 
identification, which is essential in increasing the value of the company and develops an image 
of the product or service that is accepted by consumers in international markets.  
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Deagon (2002)  notes that branding is influential in purchasing decisions, so companies need 
a conceptualisation of brand equity as part of their strategy to establish brand knowledge along 
with brand awareness and brand image. Griffin (2002) suggests that the ability to make 
strategic branding decisions is dependent on how companies identify the external and internal 
factors relevant to the marketing of their product. He notes that environmental factors will 
affect a company’s actions in expanding the opportunities for competitive advantage by adding 
value through corporate brand strategies (Griffin 2002). According to Aaker (2014), brand is 
an asset for companies because it offers advantages, and, therefore, consumers’ purchasing 
decisions are based on their existing perceptions of brand elements beyond price and the 
product’s attributes. For companies, a strong brand can be a competitive advantage with long 
term profitability, and also increase convenience to consumers making decisions in the short 
term. Moreover, brand building also draws consumer attention, influences repurchase 
decisions, encourages loyalty, and may result in brand extensions, lower prices, and the need 
for less effort in promotion (Krueger & Nandan, 2008). 
 
Nonetheless, creating a reputable brand as part of a global marketing strategy is a challenge for 
global companies because of the diversity in consumer characteristics that are dependent on a 
country’s cultural context, local patterns and the aim of the brand image as part of that local 
culture (Krueger & Nandan, 2008). Aaker and Joachimsthaler (1999) explain that language and 
cultural differences may represent a problem for many companies in creating strong global 
brands, and companies also need to adopt an organisational structure, process and culture that 
support this development. Similarly, Torelli (2009) explains that multinational companies can 
create strategies to standardise communication or customise products in line with consumer 
preferences in different cultures. For this reason, branding professionals need to determine the 
types of brands that may fit consumer needs in global markets and identify the characteristics 
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of brands that will conform to consumers’ preferences so as to generate a positive attitude 
towards the global brand (Torelli, 2009). 
 
Marketing research on global brands needs to adopt a cultural approach in branding aimed at 
understanding consumer behaviour (De Mooij & Hofstede, 2011). Cayla and Arnould (2008) 
consider that, by using a cultural approach to global branding, it is possible to gain a knowledge 
of the brand, including terms, signs, symbols, or product name, seen in the context of global 
consumer perceptions, that can help identify consumer preferences. This kind of understanding 
can help companies to predict how their products will be perceived and accepted by consumers. 
Understanding the differences in global consumer culture can help marketers to construct brand 
identities based on consumer preferences. For example, Mecca Cola is a successful brand 
produced by a French-Tunisian company for Middle Eastern markets that the producer suggests 
has a brand that draws attention in Muslim societies so as to be able to compete with the U.S 
brands, Coca Cola and Pepsi (Cayla & Arnould, 2008).  
 
Many researchers have used Hofstede dimension’s model to analyse cultural differences in 
consumer behaviour across countries. Hofstede (2001) identifies four elements of culture, 
specifically values, rituals, heroes and symbols. Values represent what individuals believe, 
while rituals embody the connections between the individual and the norms of society. Heroes 
are idealised imaginary characters that can serve as models of behavior, and symbols are words, 
gestures, or pictures that carry similar meaning for people who share the same culture. It is 
possible to study culture through comparison of the characteristics and differences in national 
culture using Hofstede’s model which can be applied to describe country differences with the 
aim of understanding how consumers make purchasing decisions, the extent to which they trust 
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a brand, and how well they are likely to accept new technology or media usage (De Mooij, 
2003).  
 
Hofstede further identified five dimensions of culture that reflect the expression of different 
values by people in more than 50 countries. His five dimensions are power distance, uncertainty 
avoidance, individualism versus collectivism, masculinity versus femininity, and long term 
versus short term outlook. Hofstede (2001) describes these dimensions as follows. The first 
dimension is power distance that relates to how people see the unequal distribution of power 
in a given society and the extent to which they accept such a situation. This dimension relates 
to the differences in individual inequality in society that may be significant in resolving 
problems in the family, school, work and other organisations. Uncertainty avoidance relates to 
the degree of importance a society places on preparing for uncertainty in the future. The next 
dimension is individualism versus collectivism, which describes the orientation of the social 
group and the relative importance of individual and group needs. Masculinity versus femininity 
relates to socially constructed differences of men and women, which may demonstrate the 
emotional and social roles based on gender in the family, at school and in the workplace.  The 
last dimension is long term versus short term orientation, which relates to the tendency to 
anticipate and plan for the future in a shorter or longer time frame, which may also impact on 
societal structures and institutions. 
 
An earlier approach was proposed by Aberle et al. (1950), which considers nine dimensions of 
cultures to analyse societies by defining their social systems, the relationships among 
organisational structures, and the nature and impact of social change. They can be described as 
follows: 1) physical and social relationships with the environment;  2) role differentiation based 
on gender, age and social status; 3) communication that makes use of language, media and 
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channels; 4) shared cognitive orientation that allows for adaptation and the development of a 
belief system;  5)  a shared, articulated set of goals; 6) normative regulation of the means that 
will allow goals to be reached; 7) regulation of affective expression which includes behavior, 
posture, facial expression, tone of voice and body language; 8) socialisation of new members 
throughout life, including the instilling of skills and attitudes; and 9) effective control of 
disruptive behaviour. The authors suggest that cultures differ according to these dimensions, 
which can give an indication of how a given society will tend to approach challenges.  
 
According to Hofstede (2001), the nine dimensions of cultures identified by Aberle et al. (1950) 
correlate with his five dimensions of culture. For instance, the dimension of role differentiation 
according to age, gender and authority relates to Hofstede’s dimensions of power distance and 
masculinity vs femininity. The dimension of regulation of affective expression and effective 
control of disruptive of behaviour correlates with his dimension of uncertainty avoidance, while 
the socialisation of new members relates to his dimension of individual vs collectivism. De 
Mooij and Hofstede (2011) suggest Hofstede’s national model can be used to make connections 
between culture and consumer behaviour and inform global companies in developing strategies 
to reach target markets across cultures. 
 
Roth (1995) similarly discusses the impacts of culture and socioeconomic status on global 
brand image strategies. Culture affects branding in many ways, but the dimensions of 
individualism and power distance may be most relevant in affecting brand image positioning. 
The dimension of cultural power distance can impact on social perceptions of certain brands, 
while the level of individualism can have a similar effect. On the other hand, regional 
socioeconomic status seems to exert a low level of influence on brand image.  
 
 
 
31 
 
Krueger and Nandan (2008) support Hofstede’s five dimension approach for adaptation in 
global branding in the Indian and Chinese contexts. International companies have to make 
innovations in branding beyond product attributes and labelling by modifying brands to 
conform to language, dialects, religious terms, regional rules, and security. In India, for 
example, which is seen as having a strong collectivist culture, respect is associated with 
authority, titles and status. One strategy of global brand companies in India is to use Indian 
celebrities, such as movie stars or cricket players, in advertising campaigns in local and 
overseas markets with the aim of positioning their products based on status symbols. Other 
research by Talay, Townsend and Yeniyurt (2015) uses four of Hofstede’s cultural dimensions 
to explain the performance of global brands. Their findings suggest that countries with higher 
power distance pay more attention to status symbols, while countries with higher uncertainty 
avoidance are more cautious about brand performance. Using a culture approach of this kind, 
global companies can formulate their marketing strategies to include more universal 
promotional activities for their global brands.  
 
Despite the fact that a great deal of cross cultural research uses Hofstede’s cultural model, 
Javidan et al. (2006) note that a limitation of Hofstede’s approach is that it does not take into 
account national contexts and thus may not measure the connection between national wealth 
and cultural values. They note that Hofstede’s work derives from cross-cultural psychology 
that assumes national samples are representative. The findings are now also more than 30 years 
old and may not represent the current situation in an accurate manner.  
 
Regardless of whether models like those of Hofstede and other authors can represent the 
aspects of culture that may be relevant to consumer decision-making, there is wide agreement 
that culture is a significant component of an individual’s outlook and perception of products. 
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Global companies that wish to sell their products and services across markets will necessarily 
have to deal with cultural issues that relate to the way their product fits into the lifestyle of the 
targeted consumer demographic and how it compares with other alternatives available to 
buyers. The decisions that consumers make will be based on their perceptions of these factors 
which, in turn, are likely to be strongly affected by their culture and the meaning the product 
has to them, which form the basis for their considerations of the meaning a marketing campaign 
has for them in the context of their specific culture. 
 
2.5 Language in Indonesia  
Language and culture are intimately related, and it is not possible to consider the impacts of 
culture on consumer decision making without an understanding of the nature and status of the 
language in which marketing communication is presented. In the case of Indonesia, advertising 
of all kinds occurs largely in bahasa Indonesia, the national language of the country, which 
enjoys a special position relative to the numerous local languages that are also in use by 
members of society. In addition, the language context in Indonesia has been made more 
complex by the presence of a number of foreign languages that have had greater or lesser 
degrees of influence over time and to different segments of the population. For this reason, the 
role and development of the national language relative to the other languages present in the 
environment is crucial in understanding the role of language in marketing and brand 
development. 
 
At the Second Indonesian Youth Conference on 28 October 1928, bahasa Indonesia was 
proclaimed to be the national language of a future Indonesian nation. The Youth Pledge 
(Sumpah Pemuda) which contained this statement preceded national independence by almost 
20 years and gave an immediate place to Indonesian in the future nation of Indonesia. At the 
time, the language that the Youth Pledge referred to was a variety of Malay that had been used 
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as a lingua franca for centuries by the many ethnic groups that lived in the islands that came to 
make up Indonesia. Malay was also used in education and government and had been chosen by 
the Dutch colonial government for this purpose because it was widely understood. Although it 
is estimated that only 5% of the population spoke Malay as a first language (Sneddon, 2003), 
many of Indonesia’s local languages are linguistically related to Malay (Crystal, 1997), and it 
was generally acceptable to speakers all over the country. 
 
Indonesia has over 700 local languages, many of wich that are classified as Austronesian and 
belong to the Malayo-Polynesian family of languages (Hamied, 2012). There are also a number 
of non-Austronesian languages used, mostly in Papua (Sneddon, 2003). Many of these 
languages have dialect variants and traditional elements that are used in specific social 
contexts, such as rituals and traditional practices, and may be unrelated to the Austronesian 
elements of language. For this reason, the language situation in modern Indonesian society is 
extremely complex. The majority of Indonesians speak a local language as their first language 
and start using Indonesian formally when they go to school. However, exposure to Indonesian 
generally begins much earlier through TV which, like all formal media, uses the national 
language. Indonesian is also the language of instruction in school, although it is permissible to 
use local languages in the very early grades. The domains for Indonesian and local languages 
divide by formality. At home and with friends of the same background, most people use a local 
language in their daily interactions. Shopping in traditional markets and other transactions in 
the informal sector also generally use local languages. By contrast, all official contexts, 
including government, media, education, and so forth, use Indonesian. Both code switching 
(changing between languages or dialects based on social cues) and language mixing are 
common.  
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Over time, Indonesian has begun to develop naturally, and there are many people who have 
near native facility in the language. As a result, distinct registers of Indonesian have developed. 
A formal, standard dialect, referred to as Bahasa Baku (standard language) in Indonesian, is 
associated with higher levels of education and is very different in terms of grammar, 
vocabulary, and syntax from the extremely informal, urban dialects that are used in large cities, 
often by people who have migrated there from other parts of the country looking for work 
(Fanany, 2013). Because ability in standard Indonesian is closely associated with higher levels 
of education, ability to use the national language is also related to higher income levels and 
more professional employment. Generally, members of the growing middle class are fluent in 
Indonesian and can use the language for all types of interaction in the formal context. 
 
Indonesian has always been open to linguistic influences from outside. Going back to ancient 
times, Indonesian has integrated vocabulary and other linguistic elements from Sanskrit, 
Persian, Portuguese, Dutch, Arabic, and English (Jones, 2008). At present, English is the most 
influential foreign language and is the main foreign language taught in schools (McArthur, 
2005). Indonesians generally connect English language to the globalised cultural mainstream 
that is mostly shaped by American popular culture (Lamb, 2004). Because English is not used 
for communication in the nation and exposure is mostly through formal education (the language 
is a required subject from the junior high school level through university) and the media, 
including new media, the ability to speak and understand English is also associated with higher 
levels of formal education (Coleman, 2011a, 2011b). 
 
In modern society, English has high status and is seen as giving economic advantage to people 
who have comparatively better ability (Lauder, 2008). It is important to note, however, that 
English proficiency is generally very low in Indonesia, and the language is not used for 
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communication (Kam, 2002). Nonetheless, the desire to use English and the prestige associated 
with it has been widely observed and is the catalyst for new phenomena, like the establishment 
of so-called ‘international schools’ that claim to give students fluency in English (Coleman, 
2011a, 2011b). These schools are problematic in Indonesia because of the longstanding role of 
formal education in ensuring that the population can speak the national language and because 
English has no official status in Indonesia (Sumintono, 2013). 
 
The prominence of English was originally strengthened by the international situation following 
World War II when the Dutch left Indonesia, and the importance of English as the main 
international language grew worldwide. In the early 1960s, Indonesia received hundreds of 
scholarships from USAID and the Ford Foundation for government officials and university 
lecturers to study in the United States. The prestige associated with this experience along with 
their exposure to English helped create an environment in Indonesia that places enormous 
importance on the language (Lowenberg, 1991). 
 
The use of English in Indonesia today shows these historical, political, and sociocultural 
influences and is widely accepted by Indonesians as a necessity to compete in an increasingly 
globalised world. English is now the main source of loan words in Indonesian and is associated 
with modernity (Lauder, 2008). For members of the growing middle class, English is a prestige 
language that symbolises educational achievement, culture, and participation in the global 
cultural mainstream that is immensely popular in Indonesia (see, for example, Pennycook, 
2007;   Berger and Carroll, 2003; Coutas, 2006: among others). 
 
The prominence of social media and of digital technology in general in Indonesia has 
reinforced the importance of English, which remains the main language of social media by a 
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wide margin. The Indonesian public generally feels that English is vital in taking part in the 
globalised world and participating in trends and ideas that are popular in other places. On the 
one hand, this supports the existing perception of English as a high status, prestige language 
that has been associated with education, professional status, and wealth. On the other, it has 
created new incentives for members of the public to try to use English in order to be part of the 
globalised cultural mainstream. This has resulted in a very high symbolic value for English 
because actual mastery and ability to use English communicatively remains very limited in 
Indonesia, with Indonesian and local languages being the main means of interaction among 
members of the public. 
 
2.6 English in Advertising    
The use of English in the international context in many fields, like politics, diplomacy, 
business, science, technology, and the media, has given the language a status as a supra 
language. Use of English is also a prominent aspect of the globalised cultural environment and 
is heavily used in advertising worldwide (Crystal, 2003). This includes the use of advertising 
material in English, or that includes English, in parts of the world, such as Indonesia, where 
the consumer population normally speaks some other language, and it is seen as a vehicle for 
global companies that wish to target certain demographics outside the English speaking world 
(Planken, Meurs & Radlinska, 2010). The use of English in advertising in countries where 
English is not the language of communication has become increasingly common as a means of 
affecting consumer perceptions about the product or service being promoted and influencing 
their purchasing decision. There has been considerable study of the effects of mixing English 
with the majority language in a number of countries around the world, including Singapore, 
Japan, Taiwan, Korea, and India as well as in several European countries, such as the 
Netherlands, Poland, Sweden and Italy. These latter nations have fairly high levels of ability in 
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English among their populations. In markets where knowledge of English is significant, its use 
in advertising has been seen as an effective means of promoting products in a complex 
linguistic environment (Hashim, 2010). 
 
The use of English is also important in giving consumers certain impressions about a product 
or service (Krishna & Ahluwalia, 2008) and may also draw their attention to the items being 
advertised (Garcia-Yeste, 2013). The use of English in marketing messages has also been 
shown to be capable of enhancing consumers’ feelings about the product being advertised 
(Puntoni, Langhe & Osselaer, 2009). These consumer perceptions about the use of English in 
advertising tend to suggest the advertised product is modern and part of the globalised 
environment and also create a high self-reference effect (Micu & Coulter, 2010). English has 
also been associated with a cosmopolitan image and international values (Vettorel, 2013). In 
other words, the use of English is used as a means to attract consumer attention and connect 
certain impressions that are conveyed by use of the language with the product being advertised. 
It has been suggested that, for some markets at least, the global nature of English makes the 
intent of such advertising material easy to understand (Hornikx, van Meurs & de Boer, 2010) 
and conveys positive associations (Micu & Coulter, 2010).  For example, Jaguar (Kelly-
Holmes, 2000, p. 76) has used the English slogan, “Don’t dream it, drive it,” in advertising in 
Germany. The aim of this ad was to capitalise on the symbolic value of English, rather than 
using a slogan in German which might not have the same associations. 
 
It is this symbolic value of English that is easily understood in non-English speaking target 
markets. In many parts of the world, English is used in advertising for its symbolic value, not 
as a language of communication. The consumer is not expected to understand the meaning of 
English words and phrases in ads but to respond to their presence as symbols (Haarmann, 
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1986). It is this symbolic value that advertisers rely on to draw consumers’ attention to their 
product and influence their decision to purchase it. It has been found that many consumers in 
non-English speaking markets do not, in fact, understand the meaning of the words used in ads 
(De Mooij, 2003). However, there is a kind of standard for English used in advertising that has 
emerged as a consequence of the standardisation of ads for multiple markets in the global 
context (De Mooij, 2010). This advertising language tends to have cultural weight, regardless 
of whether consumers understand the meaning of the words, and there is no need for them to 
grasp the actual intent of the words. Nonetheless, the use of English slogans combined with 
text in another language or mixing English with the language of the market can be problematic 
for advertisers because it may be difficult to recreate their message in this format. For this 
reason, many global marketers choose to use English only in their advertising as a means to 
globalise and customise their product (Bhatia & Ritchie, 2013). 
 
The media has had a strong influence on both linguistic behaviour and the status of English 
worldwide. In the last two decades, the impact of English in mass media has expanded 
considerably and has also affected the social context (Tagliamonte, 2014). Similarly, the rapid 
introduction of digital technology, such as mobile phones, the internet, and social media, which 
grew out of western culture, has been strongly associated with English as the language of 
communication and has been a major force for the use of the language among young people in 
Asia, especially in countries like Japan, Korea, and Taiwan (Iwabuchi, 2010). Especially 
among younger consumers of the upper middle class, language use is part of an identity concept 
that includes their values, interests, and self-image (Gee et al, 2001). 
 
At present, Indonesia is one of the world’s largest users of digital technology and has entered 
into the online environment rapidly and on a large-scale. For example, Indonesia has an 
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estimated 46.2 million internet users in a population of about 250 million, representing about 
16.7% of the population. This figure is still expanding (Internet Live Stats, 2015). Mobile 
phones and other mobile devices are the main means Indonesians use to access the internet, 
and smartphone penetration reached 47% in mid 2016 (currently Indonesia has 340 million 
mobile connections in a population of 260 million)  (Mobile World Live, 2016). Indonesia is 
also a leader in the use of social media. Jakarta, the nation’s capital, sends more Tweets than 
any other location in the world, and 95.7% of internet users use social media (Saleh, 2013). 
Indonesian is the fifth most widely used language on Facebook, and using social networks is 
the most popular online activity (87.4% of users) (Su, 2010), surpassing looking for 
information (ranked number 2 at 68.7% of users) by almost 20 points (e-Marketer, 2015). Much 
of this social media use uses English or a mix of English and Indonesian. 
 
This situation reflects a worldwide trend that has been observed across the regions of the world. 
For this reason, the pressure to use English in advertising, as well as the potential benefit in 
terms of brand image and ultimately profitability, remains high, and is an important 
consideration for companies that wish to participate in the global market. However, because it 
is the symbolic value of English terms and slogans, not their lexical meaning, that is often 
significant to potential consumers, it is increasingly important for advertisers to understand the 
way language is used in the target market and, specifically, to have detailed knowledge of the 
connotations and conventions for the use of loan words and terms as well as code switching. 
This information comes from the field of linguistics and its specific sub-disciplines of semiotics 
and sociolinguistics, which represent an important interdisciplinary dimension of marketing 
and advertising. 
 
 
 
 
40 
 
2.7 Semiotics and Sociolinguistics in Advertising 
During the early twentieth century, sociolinguistics developed as a sub-discipline of linguistics 
that relates to the use of language in the social context (Mesthrie, 2009). Van Herk (2012) 
describes sociolinguistics as the study of actual language structures used by people in their day-
to-day communication. The approach taken in sociolinguistics, then, is to document the way 
real speakers use language in natural interaction in the range of social settings they experience. 
A number of decades ago, Fischer (1958) noted a relationship between linguistic features and 
the experience of groups of speakers who could be identified as sharing certain social 
characteristics. The variations in language he refers to relate to the nature of communities and 
also to individual and group characteristics that can include gender, ethnicity, socioeconomic 
status, and so forth.  
 
The field of semiotics relates to the meaning and interpretation of signs, which can be words, 
symbols, images, or any other meaningful unit. The principles of semiotics were developed by 
Ferdinand de Saussure (Crystal, 1997). Saussure (1916) was interested in analysis of the 
meaning of symbols or images as signs in social contexts. The meaning of a sign, in this sense, 
is associated with a symbol that is generally recognised in the language or culture of interest. 
Signs then are meaningful units that must be interpreted within the linguistic and cultural 
framework of the society in which they occur. They are closely related to language use and 
cannot be separated from cultural norms and perceptions. 
 
Peirce, in Nöth (1990, p. 42), defines the term as follows: “Semiotics is the doctrine of the 
essential nature and fundamental varieties of possible semiosis which semiosis means the 
action of almost any kind of sign.” The study of semiotics centres on explaining how signs 
perform or convey meaning in context. This requires an in depth understanding of both 
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language and the cultural environment in which a sign occurs (Manning, 1987). Babbie (2010) 
notes that semiotics relates to the common associations of signs as they are understood by 
members of a culture of interest. Semiotic approaches have been applied in many fields of 
study that rely on insight into the way meaning is constructed, including the arts (see Aston & 
Savona, 2013; Monelle, 2014); communication (Leeds-Hurwitz, 2012); marketing (Oswald 
&Oswald, 2012; science (Deacon, 2012); tourism (Crouch, 2014); design (Van Leeuwen, 
2012); and many more. There are three areas of study within the field of semiotics: 1) the sign 
itself, which varies depending on purpose; 2) codes which are sets of signs organised based on 
communication needs; and 3) the culture which is encoded by the use of codes and signs into 
specific patterns that represent larger units of meaning (Fiske, 1990, p. 40). Signs represent 
physical objects that can be recognised by users of the sign. Peirce, in Fiske (1990, p. 47), 
divides signs into three categories: icon, index and symbol, where icon refers to the visually 
apparent, index refers to the link between a sign and its object, and symbol is a sign expressed 
in words or numbers. 
 
The principles of semiotics are frequently used in marketing to encourage consumer recall of 
brand images. Brand names, logos, and advertising slogans are all persuasive signs that may 
attract consumer interest and can be imbued with meaning relating to the nature and use of 
products and services (Beasley & Danesi, 2002). Non-verbal signs, such as pictures and 
drawings, are common in advertising because they aid consumer recall and support brand 
recognition (Lutz and Lutz, 1977). It has been found that semiotic interpretation is the starting 
point of the communication process that leads to consumer purchase of advertised products and 
services (Bianchi, 2011). For this reason, advertising is used by companies as part of their 
marketing communication to transmit a message by semiotic means about the value or worth 
of their products (Epure, Eisenstat & Dinu, 2014). 
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Fiske (1990) explains that semiotics in communication involves messages in the form of signs 
that convey meaning through negotiation based on the result of interaction between sign, 
interpretation, and object. The language of advertising uses psychological and linguistic cues 
to trigger this type of meaning negotiation in potential consumers (Crystal, 1997).  Semiotic 
studies in advertising communication began in the second half of the twentieth century when 
message development began to be associated with products or brands (Bianchi, 2011). 
Companies created brand names that could be identified by logos as visual representations, and 
trademarks as legal forms of brand names. This expanded to include the use of slogans and 
jingles in print advertising (newspapers, magazines and outdoor signs), electronic media 
(television, radio and movies), and, more recently, digital media (internet) to stimulate product 
appeal by anticipating consumers’ rational and non-rational responses (Beasley & Danesi, 
2002). Every advertising campaign uses words, images, and sounds to transmit messages 
through signs that are intended to persuade viewers and fulfill the desired purpose of the 
marketing (Epure, Eisenstat & Dinu, 2014). An understanding of semiotics can enhance this 
process by using consumers’ associations of brands, logos, and slogans to transfer the meaning 
they carry to the product or service. This type of communication is based on specific cultural 
and social factors that come from social interaction, ethical views, and cultural processes in the 
target society (Bianchi, 2011). 
 
English, as an international language, has multiple functions as a cultural symbol; countries 
that use other languages often use English symbolically, not to communicate linguistically. 
This represents a meaningful connection with people who speak English and the associated 
culture (Eastman & Stein, 1993). For this reason, English words and phrases or even whole 
sections of text serve as an important semiotic resource in advertising with many potential 
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symbolic uses that vary by country or region of use (Cheshire and Moser, 1994). Used as signs, 
English words and phrases represent powerful units of non-linguistic meaning that transmit 
messages to consumers that can influence their purchasing behavior (Epure, Eisenstat & Dinu, 
2014). The use of English in advertising with bilingual slogans has been recognised to attract 
greater consumer attention than comparable ads with a single language (Haarmann, 1986). This 
has been observed to occur in many cultures around the world (see, for example, Kasanga, 
2010;  Amiri & Fowler, 2012; El-dali, 2012; Bala, 2014; among others). This suggests that the 
value of English words and phrases as signs is not limited to a small number of cultures or 
languages but has wider application for use in the development of advertising. This realisation 
derives from the status of English in the global context which is the source of its semiotic value. 
 
Most advertisements in English that are used in non-English speaking contexts do not use full 
sentences, only words and phrases. This is because consumers who see the ads are not likely 
to read and understand the message but may respond only to the symbolic value of the English 
(Cheshire & Moser, 1994). The use of words in the local language in addition to English is 
often used to enhance comprehension (Loveday, 2008). In many cases, the real information 
about the product is conveyed to consumers through text in their own language with the English 
serving as reinforcement of the characteristics associated with the product’s use in the culture 
in question. Often this is a suggestion of high quality or used to designate luxury, imported 
products (Zenner, Speelman & Geeraerts, 2012). In other words, English loan words in 
advertising texts are often used to describe the features of products, rather than transmit the 
message of the text. This is somewhat different from the use of advertising text in the language 
spoken by consumers, where stylistic considerations determine the choice of words and 
phrasing  (McGuire, 2000; Tom and Eves, 2012) . 
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There has been little rigorous study of the semiotic uses of English in advertising in Indonesia, 
although some limited studies do exist. Qadafi and Wahyudi (2014), for example, consider the 
use of qualitative terms in English used in cigarette advertising in Indonesia. However, these 
authors do not address consumer response to these terms; instead, they focus on what the terms 
might convey to English speakers, not to Indonesian speakers for whom they are most likely 
symbolic. Mariam (2014) lists a number of English taglines used in Indonesian advertising but, 
aside from noting their persuasive value, does not offer any analysis. More attention has been 
given to advertising imagery in Indonesia without consideration of the accompanying text (see, 
for example, Saraswati, 2010; Ririn & Amalia, 2012; Hasanah, 2013). This study is intended 
to address this gap in the literature and elucidate the symbolic role English plays in advertising 
in Indonesia for the average middle class consumer. In this way, it will provide insight into the 
perceptions of English that may influence Indonesian-speaking consumers in making decisions 
about products and suggest ways in which this knowledge can be used to design more effective 
advertising. 
 
2.8 Summary 
This chapter reviwed selected literature on global marketing, global advertising strategy, 
consumer behaviour and attitudes, global branding, language in Indonesia, and semiotics and 
sociolinguistics in advertising. The content of this literature provides theoretical background 
that relates to this study and positions it within the body of work on language in advertising 
and marketing communication more broadly.  
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Chapter 3 
Methodology 
 
This chapter describes how this research was carried out and discusses the methodology that 
was used. The background and justification for the chosen methodology are presented, and the 
procedure for data analysis is discussed.  
 
3.1 Research Design  
This study was carried out in Jakarta, Indonesia’s capital and largest city. The city currently 
has a population of approximately 10.2 million. Its population density is very high, and it is the 
largest city in Southeast Asia. The regions surrounding Jakarta, referred to as Jabodetabek, an 
acronym of the areas that comprise it (Jakarta, Bogor, Depok, Tangerang, Bekasi), have an 
estimated population of 28 million (Bappeda DKI Jakarta, 2015). Jakarta was chosen as the 
location for this study because its large and growing middle class represents a major consumer 
market for a range of goods and services, including technology products. Additionally, as the 
capital, Jakarta is often the centre of innovation and the location of emerging trends. It is also 
a leader in the development of language use, a status that evolved during the New Order 
government of President Suharto (1965-1998), and that has continued into the present. In other 
words, the city remains a driver of the nation’s popular culture. 
 
In relation to technology use specifically, a very significant number of internet users live in or 
near Jakarta. Two thirds of these access the internet using mobile phones, and smartphones are 
very popular for this reason. Internet use is growing Indonesia, which is currently ranked 12th 
in the world for number of users. Growth has been rapid for a number of years, with expansion 
of the user pool still being observed (Internet Live Stats, 2015). Not surprisingly, Indonesia is 
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viewed as a desirable market by producers of smartphones and other mobile devices. 
Smartphone penetration rose to 47% in 2016, with online shopping growing rapidly in 
popularity. The nation is viewed as having enormous potential for the future due to its large 
population and lack of landline capacity (Yuniar, 2015). 
 
For this reason, it is also not surprising that advertising for smartphones and other mobile 
devices is extensive and dynamic in Indonesia. Many of the ads in use across the media make 
use of English terms and phrases as well as English slogans for the products in question. As 
seems to be the case in much of the world, this usage represents an effort to standardise 
advertising and also capitalise on the role and status of English. In other words, it appears that 
the English in advertising plays a symbolic, rather than a communicative role in Indonesia, 
and, in fact, English ability is generally low. Indonesia currently ranks 39th out of 80 countries 
worldwide in the 2017 English First English Proficiency Index. By comparison, among other 
ASEAN countries, Singapore was ranked first in English proficiency followed by Malaysia 
and the Philippines (Valentina, 2017). 
 
3.2 Participants 
Thirty participants were recruited from among middle class professionals in Jakarta. 
Participants were selected from interested individuals who were over 18, held at least a 
Bachelor’s degree, and owned a smartphone at the time of interview. These characteristics 
match the main demographic for smartphone use in Indonesia. The education level required is 
based on the fact that exposure to English increases with educational level, and people with a 
university education generally have the most experience with the language. Similarly, because 
educational level is closely related to income level in Indonesia, it is this demographic that has 
the highest rate of use of smartphones (which are more expensive than other mobile phones) 
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and tends to be most interested in new technology. Table 1 shows the demographic 
characteristics of the study participants. 
 
Table 1: Participants’ demographic characteristics 
 
Category Group Number Percentage 
Gender Female 15 50% 
  Male 15 50% 
Age range 21-30 12 40% 
  31-40 13 43% 
  41-50 3 10% 
  >50 2 7% 
Level of 
education  Undergraduate 22 73% 
  Postgraduate 8 27% 
 
In addition to the interview participants, this study also included a focus group discussion with 
media and communication professionals who are currently working in the advertising field. 
These individuals were approached directly and asked to provide their expert input on the 
nature of language use in advertising in Indonesia as part of a focus group. The aim of this was 
to elicit their views on the role of language in advertising in Indonesia and to better understand 
their considerations in designing slogans for the Indonesian consumer. In particular, focus 
group discussion centred on three questions: 1) What are the important considerations in 
choosing the language of advertising slogans; 2) what the advertising agency does to attract 
consumers’ attention; and 3) what types of advertisements were deemed successful in the past. 
The focus group discussion lasted for about an hour and was recorded digitally for later 
transcription. The researcher took notes to supplement the recorded discussion.  
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3.3 Sample selection  
The group of 30 professionals described above took part in in-depth, semistructured interviews 
to explore their responses about sample advertising slogans for a hypothetical smartphone. The 
number of participants was based on considerations in the literature suggesting 20 to 30 
participants are appropriate for this type of study (see Creswell, 1998) and were chosen to 
reflect the main demographic for smartphone use in Indonesia.  
 
An announcement outlining the purpose and nature of the research was posted at university 
campuses, professional organisations, and other similar locations in Jakarta. Interested 
participants were asked to contact the researcher directly who conducted an initial screening 
relating to age and educational level. Those participants who fit the desired criteria were asked 
to meet with the researcher to discuss the project and were offered an opportunity to take part 
in an interview, which was carried out at a convenient location that the participants felt 
comfortable with. In most cases, this was at their place of employment or at a public location 
nearby.  
 
3.4 Data Collection  
Interviews were carried out with 30 adults who are smartphone users. The participants were 
shown seven advertisements for smartphones using Indonesian, English and mixed English and 
Indonesian and asked to imagine the product the slogan might be associated with. Four of these 
slogans had appeared in the Indonesian media, and another three slogans were made up by the 
researcher to test participants’ recollection and assessment of the linguistic aspects that affect 
consumer perceptions. The participants were then asked to explain their views of each slogan 
and to describe their reaction to it as well as to the product. 
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The original English test slogans were: The sign of design with you in mind (iPhone 6); It 
doesn’t take a genius (Samsung Galaxy); and Smart that you can trust (created by the 
researcher). The mixed language slogans were: Do big with mini, maksimal serunya, mini 
harganya [Do big with mini, maximum fun at minimum price] (Samsung Galaxy) and Flashing 
light, serunya bersmartphone lebih maksimal [Flashing light, maximum fun using a 
smartphone] (created by the researcher). The Indonesian only slogans were: Dirancang dengan 
indah untuk Anda [Beautifully designed for you] (Asus Zenphone) and Desain yang membuat 
bersmartphone lebih semarak [design that makes the smartphone experience more cheerful] 
(created by the researcher). The participants were given no information about the origin of the 
slogans or the original products they were associated with. 
 
These interviews were recorded and transcribed for study. The data of interest relates to the 
participants’ interpretation of the English advertising slogans and the ways in which this use 
of English affected their views of the advertised product. No personal information was 
collected, and participants had the option to speak generally about the sample material. 
 
3.5 Data Management 
Participant interviews were recorded at the time they took place. In addition, the researcher 
took notes on aspects of discussion that were not captured by audio recording (facial 
expression, non-verbal communicative gestures, and so on). These interviews were transcribed 
for further analysis; all personally identifying information was removed. The only information 
retained was the age, gender and educational level of the individual participants. The data has 
been stored in digital form at Deakin University on a password protected drive. Interview notes 
taken in hard copy have been stored in a locked cabinet at Deakin University. Only the 
researcher has access to this material, which will be stored for two years following the 
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researcher’s degree completion date to allow for future study and then destroyed. Notes taken 
by the researcher will be destroyed securely at the same time. 
 
3.6 Ethical Considerations  
This research was categorised as low risk. There were no potential risks to participants. The 
research involved advertising slogans that have appeared widely in the Indonesian media and 
relate to smartphones, which are commonly used, everyday items, as they are in Australia. 
Participants were permitted to respond generally to the questions which relate to the 
perceptions created by certain types of language use. No personal information was required 
and no sensitive topics were discussed. 
 
Ethics approval for this study was granted by the Human Ethics Advisory Group of the Faculty 
of Arts and Education of Deakin University. The research complied with the Australian Code 
for the Responsible Conduct of Research, and no problems were experienced during the 
research process. 
 
3.7 Data Analysis 
This study was intended to analyse consumer reactions to advertising messages from a 
sociolinguistic and semiotic perspective. Sociolinguistics is the branch of linguistics that 
addresses the way in which social factors affect language use. In this study, it was expected 
that the nature of English and the status associated with its use influenced consumers’ 
perceptions of advertising material that incorporates English words and phrases. Semiotics 
focuses on the symbolic nature of language and other forms of communication. Both 
approaches have been widely used in the analysis of advertising material (see, for example, 
Cook, 2001; Beasley and Danesi, 2002; Piller, 2006; Blommaert, 2010; De Lassus and Freire, 
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2014; and many others) and allow for an understanding of the way in which Indonesian 
consumers interpret advertising material and use it to make purchasing decisions.  
 
The interview data was coded and analysed using the approach outlined by Danesi and Perron 
(1999) and Besley and Danesi (2002). The aim of this is to identify units of meaning and 
associate them with the interpretation ascribed to them by the study participants. In addition, 
indications of correspondence between participants’ interpretations of the test material and the 
sociolinguistic characteristics of English usage in Indonesia will be identified. These 
characteristics are outlined in the review of literature above and centre on perceptions of 
prestige associated with English use and the presumption that individuals with higher levels of 
formal education, professional employment, and higher socioeconomic status have greater 
exposure to the language. It was anticipated that these attributes of the use of English would be 
manifested in the reactions of participants to the advertising material shown to them.  
 
3.8 Conceptual framework 
The aim of this study was to elucidate the function of English words in Indonesian language 
advertising for smartphones and specifically to understand the ways in which potential 
consumers attribute meaning to such terms which are not part of their language. It was expected 
that the English words would be significant for their symbolic value which associates some of 
the attributes and perceptions about English in Indonesia with the products being advertised as 
a means of making them more attractive to potential buyers. This connotative meaning of these 
English terms includes the whole range of perceptual qualities, including emotional ones, 
associated with a term and is also strongly influenced by culture and context (Danesi 2007). 
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Danesi and Perron (1999) present an analytical framework for analysing the language of 
advertising that was used in this study. This framework is based on the understanding that the 
language of advertising is intended to reinforce the connotative sequence and associated 
intertextual and subtextual meanings and can be understood within the framework of cultural 
semiotics.  
 
Cultural semiotics, as noted by Danesi and Perron (1999), involves the application of sign 
theory to signifying orders. In this, cultural semiotics is interdisciplinary and relies on the 
principles of theoretical semiotics but also draws on a range of other disciplines, including 
psychology, anthropology, and linguistics.  
 
Danesi and Perron (1999, p. 65) identify seven axioms that describe the way in which semiotic 
analysis of culture can be approached. They are: 
1. Signifying orders all over the world are constructed with the same signifying 
properties. 
2. This implies there are universal structures that contribute to sense-making in the human 
species. 
3.  Signifying orders are specific instances of these structures. 
4.  Differences in signifying orders result from differences in such instances, as caused 
by human variability and changes contextual-historical factors. 
5. Signifying orders involve culture-specific classifications of the world. 
6. These classifications influence the way people think, behave, and act. 
7. Perceptions of “naturalness” are inseparable from cultural classifications. 
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These authors specifically discuss the application of this framework to the messages of 
advertisements, noting the earlier work by Barthes et al (2009) in establishing advertising as a 
subject for semiotic analysis.  They note the importance of applying connotative sequencing in 
analysing advertising messages which involves study of the surface signifiers to understand the 
subtext that underlies them. In the case of this research, particular focus was placed on the 
English terms in selected advertising messages and the connotative dimension they have for 
Indonesian speakers. Specifically, this research centres on a microsemiotic approach to 
determine how microsignifieds (specific usages of a term) convey meaning in the context of 
the whole message.  The three steps of micro semiotic analysis outlined by Danesi and Perron 
(1999, p. 302) will be used in this process. They are: 
 
1. Observation of people in social contexts and collection of appropriate material; 
2. Analysis of individual projections of meaning structures in the signifying order as 
associated with specific texts; 
3. Synthesis to determine the meanings of specific texts in specific contexts. 
 
The context of advertising messages is especially important and is intimately related to the 
background, knowledge, and experience of the target audience.  Eco (1990) notes that texts 
subjected to semiotic analysis may be open or closed, terms which relate to the degree of 
interpretation they allow. It was anticipated that the English terms that appear in Indonesian 
advertisements are relatively open and, as a result, will have meanings that are particularly 
subject to contextual effects.  Nonetheless, Danesi and Perron (1999) note that open texts are 
constrained by a signifying order, and it is this signifying order that this research is intended to 
explore. 
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3.9 Justification of Methodology 
The purpose of this study was to describe and analyse the response of Indonesian consumers 
to advertising that uses English text to promote smartphones. It was intended to investigate the 
impact of specific types of language use on consumers. Little is known about the ways in which 
heavy use of English affects consumer purchasing decisions in Indonesia. This study 
contributes to filling this gap, and its findings will be of benefit to the business sector that relies 
on advertising for promotion of its products and services. The results will have direct relevance 
for marketing and advertising activities. More effective advertising will also have a benefit for 
the public in general as it will allow for better communication about the features of products 
and services that will allow consumers to make purchase decisions that better fit their needs. 
 
The desired outcomes of this research rely on analysis of consumer perceptions of certain types 
of language use in the context of advertising and the meaning these usages have to them. 
Semiotic analysis represents a powerful method to understand the symbolic dimension of these 
perceptions and to identify the elements of language use that are symbolic, rather than 
communicative. Semiotics has been used very effectively in this way, and the analysis of 
advertising material using this approach is well-established (see, for example, Bignell, 2002; 
Van Leeuwen, 2005; for a discussion of this). Similarly, sociolinguistics, which offers an 
approach to understanding the social characteristics of language use, has also been applied to 
advertising material and provides a perspective by which phenomena like language mixing can 
be understood (see Cook, 2001).  
 
3.10 Accuracy and Validity 
Validity in the context of this study relates to the extent to which the results represent the actual 
views and perceptions of the participants. There are a number of ways to ensure validity in 
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research involving participant interviews. This study relied on a process of participant 
validatrion where the individuals who took part in the study were asked to review their 
responses and identify any inaccuracies. In addition, a process of constant comparison was 
used to ensure that the body of data was treated as a whole, and individual responses or sets of 
responses were not viewed in isolation but instead as part of a larger phenomenon (see Trochim, 
2001). Accuracy was ensured by recording and transcribing interviews which were also 
supplemented by notes taken by the researcher at the time of interview. This allowed for any 
mistakes in transcription to be identified and also for details of the context to be noted (see 
Merriam and Tisdell, 2015). 
 
3.11 Translation 
The data used in this study were collected in Indonesia and used the Indonesian language. 
Following professional transcription, relevant excerpts were translated by the author and 
checked by her principal supervisor. Efforts were made to ensure that responses were expressed 
in natural and colloquial English. 
 
3.12 Summary    
This chapter describes the methodology of this study, how the study was undertaken and how 
the data were collected and analysed. The background of the participants and how they were 
recruited is also described. The method of analysis, the rationale for choosing that method as 
well as the semiotic framework that guided the study are also presented. 
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Chapter 4 
Findings 
 
The aim of this study was to investigate the ways in which Indonesian consumers react to the 
use of English and Indonesian in advertisements for technology products. This chapter 
describes the findings of the study. It contains four sections: 1) consumers’ responses to 
advertising slogans; 2) consumers’ impressions about  slogan; 3) consumers’ impressions about  
product; and 4) consumers’ intentions to purchase the advertised smartphone. These sections 
categorise the findings according to the nature of the advertising material they relate to. As 
noted in Chapter 3, 30 participants consisting of 15 males and 15 females, who held at least an 
undergraduate university degree, who are smartphone users and are representative of the 
Indonesian middle class in Jakarta, took part in this study. The participants ranged in age from 
22 to 60 years old. Interviews with these participants were conducted in Indonesian, as they 
generally spoke Indonesian on a day to day basis and were most comfortable expressing their 
thoughts and ideas in this language.  
 
At some points in this chapter, responses by interview participants are presented in the form of 
a percentage of the entire group that expressed a certain reaction or type of reaction. These 
percentages are included only to give an indicative overview of reactions, and are not intended 
for (or suitable for) quantitative analysis. 
 
4.1 Consumers’ Responses to Advertising Slogans 
4.1.1 English Language Slogans 
As discussed in Chapter 2, English is largely symbolic in Indonesia. The language is not used 
as a means of communication, but a large number of Indonesian have some familiarity with the 
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language, either through formal education or through media. It is generally accepted that 
English has high status in Indonesia (Lauder, 2008) and, for this reason, is frequently used in 
advertising slogans, either alone or in combination with Indonesian. 
 
As described in Chapter 3, participants were presented with three smartphone advertising 
slogans in English. Of these, two slogans had been used in Indonesia, so it was anticipated that 
participants might have been familiar with the text or the products which were used to advertise. 
When asked to comment on English advertising slogans for smartphones, the participants in 
this study were generally positive in their impressions, despite comments that the meaning of 
the slogan was difficult to interpret. However, some felt the English slogans were easy to recall. 
Table 2 below shows the participants’ self-reported ability to understand the English language 
slogans.  
 
Table 2: Participants’ Comprehension of English language slogans  
English language slogans Understand Do not 
understand 
Total 
F % F % F % 
The sign of design with you 
in mind 18 60% 12 40% 30 100% 
It doesn't take a genius 24 80% 6 20% 30 100% 
Smart that you can trust 30 100% 0 0% 30 100% 
 
 
For the slogan ‘The sign of design with you in mind’, 60% of the participants believed they 
understood the meaning of the slogan. They generally associated the intent of the slogan with 
a product that was fashionable, elegant, innovative, and exclusive. Another 40% of the 
participants were not able to form an impression of the product based on this slogan because 
they were not able to understand its intent or could not relate the slogan to possible features of 
a smartphone.  
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One participant, who understands the slogan, commented: 
“Sebenarnya kalau saya melihat, iklan ini lebih mengutamakan model sih. Model 
smartphonenya juga yang futuristik dan fashionable.” 
[Looking at this, the ad emphasises the model. It is a futuristic and fashionable 
smartphone.] 
Participant 13 
 
Another participant, who did not understand the slogan, commented: 
“Kalau dihubungkan dengan smartphone, saya malah jadi bingung karena dalam 
perspektif saya smartphone untuk komunikasi bukan untuk tampilan atau desainnya.” 
[If I had to connect this to a smartphone, I would be confused because, to me, a 
smartphone is for communication, not about appearance and design.] 
Participant 26 
 
 
For the slogan ‘It doesn’t take a genius’, 20% of the participants responded that they did not 
understand the intention of the slogan. A few of them had an interpretation that was the opposite 
of the intended meaning, namely that the smartphone must be suitable only for people with 
special skills (i.e. a phone for geniuses). The other 80% of the participants were able to 
understand that this slogan implied a smartphone that would be easy to use, was simple or 
ordinary. Participants recognised the slogan refers to the fact that phone does not require special 
knowledge to use. This is consistent with the intent of the slogan and comparable to the 
meaning ascribed to it by native speakers of English.  
 
Participant’s comments included: 
“Mungkin fitur-fitur dari produk ini dibuat sesimpel mungkin atau semudah mungkin 
agar bisa diaplikasikan oleh pemakai dan tidak membuat bingung atau pusing si 
pemakai. Mungkin orang-orang yang gaptek yang nggak ngerti tentang teknologi dan 
fitur-fitur yang dibuat di sini simpel.” 
 
[This product’s feature may be made as simply as possible or as easy to use as possible 
so they can be taken advantage of by the user and will not confuse or frustrate users. 
Maybe, it’s for people who are not fluent using technology or don’t know anything 
about it or the phone features are made simple here.] 
Participant 13 
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Another participant expressed an opposite understanding of the use of the term ‘genius’ in the 
slogan: 
 
 “Jika bukan jenius, sebaiknya gak usah beli.” 
 [If you are not a genius, you shouldn’t buy this product.] 
          Participant 20 
 
Another interpretation was as follows: 
 
“Pesannya mungkin yang tadi ya, kita bisa mendapatkan informasi lebih banyak dari si 
handphone ini, lebih pintar dalam menggunakan handphone ini. Handphone ini 
membuat seseorang jadi jenius.” 
[The point might be that you can get more information from this device and become 
smarter by using this phone. The phone can make you a genius.] 
Participant 5 
 
 
The slogan ‘Smart that you can trust’ was created by the researcher to elicit participant 
responses to advertising material it was certain they had never seen before. All of the 
participants felt they understood the intention of this slogan. They associated it with a reliable 
smartphone. Many participants connected the word ‘trust’ to products like insurance or items 
that come with warranties and felt its use might be an indication of quality, security, reliability 
and ease of use.   For example, some participants thought this slogan referred to security when 
using the phone on the internet. 
 
One participant explained: 
“Smartphone ini menonjolkan produk yang bisa dipercaya ditujukan untuk orang-orang 
yang biasa menggunakan aplikasi internet banking pada smartphone.” 
[That this smartphone is a product that can be relied on and is aimed at people who use 
online applications like internet banking on their smartphone.] 
Participant 2 
 
 
The ads using English language appeared to influence Indonesian consumers’ feeling about the 
advertised products in a largely positive way. Table 3 show the proportion of positive and 
negative responses to the sample English slogans. 
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Table 3: Participants’ Impression of English language slogans  
 
English language 
slogans 
Positive 
response 
Negative  
Response 
Total 
F % F % F % 
The sign of design with 
you in mind 18 60% 12 40% 30 100% 
It doesn't take a genius 21 70% 9 30% 30 100% 
Smart that you can trust 22 73% 8 37% 30 100% 
  
 
Most of the participants had difficulty interpreting the intent of the slogan ‘Sign of the design 
with you in mind’ because of the phrasing. For example, while several were familiar with the 
word ‘design’. The meaning of the phrase ‘sign of the design’ was unclear to participants such 
that mad 40 % of the participants responded negatively to this slogan. This may be a reflection 
of the nature of English mastery in Indonesia; even people whose language ability is 
comparatively good generally rely on recognising key words, which are likely to be nouns. 
They are relatively unfamiliar with idioms and compound phrases of this kind and may fail to 
grasp the nuance. However, a majority (60 %) of the participants may have reposnded 
positively because ‘design’ is generally considered a favourable term.  
 
For the slogan ‘It doesn’t take a genius’, 70 % of the participants responded positively, 
suggesting that user friendliness is an important characteristic of smartphones that appeals to 
consumers. The comparatively straightforward nature of the slogan, which is in the form of a 
complete sentence, also seems to have aided comprehension, as did the use of common words.  
 
In addition, 73 % of the participants had a positive response to the slogan ‘Smart that you can 
trust’. In general, the participants did not seem to have a clear idea about what this slogan 
actually meant but had very positive responses to the word ‘trust’ which carried over to the 
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slogan as a whole. In other words, it was not necessary for them to know exactly what the 
slogan meant because the one word, ‘trust’, generated such a positive response.  
 
4.1.2 Mixed Language Slogans 
The mixing of English and Indonesian is not uncommon in Indonesian advertising. While 
English is intended to attract attention and make consumers interested in the product, 
Indonesian is often needed to aid comprehension and convey accurate information about the 
item. For products that cost less and are intended for lower SES consumers, more Indonesian 
is used. This is also a reflection of the relationship between income, educational level and 
exposure to English as well as status considerations of the two languages. Table 4 below 
summarises the self-reported comprehension of mixed language slogans by the participants. 
 
 
Table 4: Participants’ comprehension of mixed language slogans 
 
Mixed language slogans Understand Do not 
understand 
Total 
F % F % F % 
Do big with mini,  maksimal 
serunya mini Harganya 27 90% 3 10% 30 100% 
Flashing light, serunya 
bersmartphone lebih 
maksimal 27 90% 3 10% 30 100% 
 
 
The slogan ‘Do big with mini, maksimal serunya mini harganya’ [Do big with mini, maximum 
fun at a mini cost], was associated with three characteristics of a smartphone: low cost, range 
of features, and a small size coupled with sophisticated function. Ninety percent of the 
participants felt they understood the English in the slogan, while 10% did not. Most of the 
participants interpreted this slogan to mean the phone was small in size in an absolute sense, 
while others thought it meant that the phone had many features relative to its size. Some of 
participants indicated the phone was inexpensive and associated the term ‘mini’ with low price. 
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Meanwhile participants who were unable to interpret the slogan had no idea what the 
smartphone would be like. 
 
Participants who understood the English phrase commented as follows:  
“Dari sesuatu yang kecil bisa mendapatkan sesuatu yang besar. Mungkin ya itu kembali 
ke…dari harga yang murah, bisa dapatnya macam-macam lah. Maksimal lah ya…” 
 [From something small, you can get a lot. Maybe this relates to . . . for a low price, you 
can get all kinds of things. The maximum . . .] 
Participant 8 
 
 
 
“Pesan yang saya tangkap, ya seperti yang tadi, (smartphone) yang memberikan fitur 
yang lengkap dengan harga yang terjangkau.” 
[The message I got is like what I said before, a smarphone that give you complete 
features for an affordable price.] 
          Participant 22 
  
 
Other participants, who did not understand the slogan, said: 
“Kalau saya sih, enggak (mengerti). Mungkin karena dia hanya menggambarkan sedikit 
saja dari kemampuan handphone.” 
[To me, I don’t understand. Maybe because they are only telling you a small part of the 
phone’s capabilities.] 
          Participant 2 
  
The slogan ‘Flashing light, serunya bersmartphone lebih maksimal [Flashing light, maximum 
fun using a smartphone] was created by the researcher to elicit participant responses to 
advertising material that they had never seen before. An effort was made to replicate the style 
of mixed language slogans in actual use and also to use terms comparable to those that occur 
in real advertising material in Indonesia. The term ‘flashing light’ elicited a number of different 
interpretations. Some participants indicated that the smartphone could be used as a source of 
illumination (like a flashlight) in addition to its other functions that related to communication.  
Ninety percent of participants felt they understood the English content of the slogan, while 
10% did not understand because they were unable to connect the English phrase with any aspect 
of a smartphone. 
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Participants who understood the English phrase in the slogan, commented: 
“Maksudnya mungkin ini, kecepatan yang di atas rata-rata ya? Ya, maksudnya 
kecepatan di atas rata-rata ya…kecepatan tinggi untuk penyimpanan, kecepatan tinggi 
untuk membaca, kejernihan resolusi gambar hasil kamera.”  
[They might mean that the speed is above average, huh? Yes, they mean above average 
speed . . . for saving, fast for reading, a clear picture resolution with the camera.] 
Participant 27 
 
“Kalau dengan tulisan flashing light-nya, pesannya mungkin, dia mau menciptakan 
flash yang jangkauannya lebih jauh atau menciptakan tampilan layar yang lebih 
terang.” 
[The words ‘flashing light’ may mean they have made a ‘flash’ that can reach farther 
or have made a brighter screen.] 
Participant 18 
 
 
 
Other participants found the slogan confusing: 
  
“Ya pesannya ini lebih mengarah ke mana? Mau menunjukkan inovasi apa? Mau 
menunjukan apa? Fiturnya? Isinya? Bentuknya? Apanya? “ 
[What are they getting at? What innovation are they trying to show? What do they to 
show? Features? The processor? The design? What?] 
Participant 16 
 
 
In response for further queries, participants generally responded positively to the mixed 
language slogans and, by extension, to the advertised smartphone. The responses of participants 
to the mixed language slogans are shown in Table 5. 
 
Table 5: Participants’ response to mixed language slogan 
 
Mixed slogans Positive 
response 
Negative 
response 
Total 
F % F % F % 
Do big with mini, maksimal serunya 
mini Harganya 23 77% 7 23% 30 100% 
Flashing light, serunya 
bersmartphone lebih maksimal 19 63% 11 37% 30 100% 
 
For the slogan ‘Do big with mini, maksimal serunya mini harganya’ [Do big with mini, 
maximum fun at a mini cost], the 23% of the participants who responded negatively felt the 
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smartphone was likely to be poor quality as result of the miniaturisation and cost cutting 
implied in the slogan. Participants felt term ‘mini’ referred to the small size of the product in 
comparison with the features it offered. Meanwhile, the 77% of the participants who responded 
positively to this slogan indicated that the phone was inexpensive, associating the term ‘mini’ 
with low price. The fact that the Indonesian text of this slogan emphasises low price likely 
contributed to the perception that that was the main characteristic of the smartphone and may 
also inadvertently have given some participants the idea that product was low quality. They 
may have viewed the focus on price as an indication of a low end smartphone intended for 
users who specifically wanted to save money at the cost of additional features.  
 
For the slogan ‘Flashing light, serunya bersmartphone lebih maksimal [Flashing light, 
maximum fun using a smartphone], 63% of the participants responded positively. This may 
indicate that the use of ‘flashing light’ was generally associated with the phone camera, with 
the participants perhaps thinking of terms like ‘flash bulb’ that relate to photography and 
connecting it to the fact that most smartphone users use the phone camera to take selfies. A 
number of participants believed the term ‘flashing light’ related to a property of the 
smartphone’s screen that might be brighter or give better resolution.  Others thought the phrase 
referred to processing speed, perhaps associating the word ‘flashing’ with phrases like ‘in a 
flash’. 
 
4.1.3 Indonesian Language Slogans 
Despite a strong trend towards the standardisation of marketing communication in various 
countries around the world, countries where English is not a language of communication 
generally use their own language in advertisements as well. This is the case in Indonesia where 
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the national language, Indonesian, is the main language of communication in the public 
environment, including in advertisements. 
 
Many advertisements in Indonesia have significant written text in Indonesian. The content 
usually relates to the specifications of the product as well as how it can be used. This 
information tends to be complex and difficult to convey in English in a way that a majority of 
consumers will understand. In other words, the Indonesian text is functional, whereas English 
text in advertisements has a prestige purpose. Because Indonesian is the main language of 
communication for Indonesian consumers, the nature of language used in advertising is 
important and is designed to appeal to consumers as well as be informative. Like other 
languages, Indonesian has characteristic usages in marketing communication that consumers 
are familiar with and that represents an advertising genre that is easily identifiable to native 
speakers (see, for example, Fuertes-Olivera et al, 2001; Goddard, 2002; Bhatia, 2006). Table 6 
below summarises participants’ understanding of the Indonesian slogans used in the study. 
 
Table 6: Participants’ comprehension of Indonesian language slogans 
 
Indonesian language slogans Understand Do not 
understand 
Total 
F % F % F % 
Dirancang dengan indah untuk Anda 30 100% 0 0% 30 100% 
Desain yang membuat pengalaman 
bersmartphone lebih semarak 28 93% 2 7% 30 100% 
 
  
For the slogan ‘Dirancang dengan indah untuk Anda’ [Beautifully designed for you], 100% of 
the participants felt they understood what the slogan meant. A few of them associated this 
slogan with a product that was designed for women that would be fashionable and feminine. 
Other participants thought it might refer to a smartphone but only emphasised the design, 
suggesting an average level of technology. Moreover, some of participants felt the slogan 
indicated a smartphone that was beautiful designed in such a way as to make it elegant, 
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exclusive, innovative and luxurious. They thought the smartphone might be expensive but had 
no specific ideas about what would make it very high priced.  
 
One participant commented about the terms ‘beautiful’ and ‘designed’: 
“Berarti handphone ini mungkin untuk wanita ya, karena ada kata-kata ‘dirancang 
dengan indah untuk anda.” 
[Probably this device is for women because of the words ‘beautifully designed for 
you’.] 
Participant 2 
 
Another said: 
“Biasanya untuk perempuan. Kalau indah, yang warnanya cocok untuk perempuan, 
warna-warna yang soft, lembut, pastel dan feminin.” 
[This would be for women. If you talk about ‘beautiful’, the colour is for women, soft, 
pastel, feminine.] 
Participant 20 
 
In spite of the fact that all 30 participants understood the meaning of the slogan, some of them 
thought that the language used suggested that terms on the slogan  would be more properly 
applied to clothing or similar items. Others felt the term’ designed’ [dirancang] was more 
associated with property, probably because they had seen it used in ads for real estate 
developments. 
 
One explained: 
“Ya jual rumah…buat jual cluster, rumah. Kata-kata ‘Dirancang dengan indah untuk 
anda’. Sama kayak iklan sebelumnya, maksudnya itu sama tapi kalau di Bahasa 
Indonesia-kan malah jadi seperti iklan rumah.” 
[Well, it’s like selling houses… selling those housing developments. The words 
‘Beautifully designed for you’ that’s the same as other ads, the meaning is the same, 
but in Indonesian, it’s like an ad for a house.] 
Participant 17 
 
 
As noted above, the slogan ‘Desain yang membuat pengalaman ber-smartphone lebih semarak’ 
[Design that makes the smartphone experience more cheerful] was created by the researcher, 
with the intention of replicating the style of language normally used in Indonesian advertising 
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material. Seventy percent of the participants were unable to associate the word semarak 
(cheerful) with a smartphone, but 93% of the participants felt they understood the point of the 
slogan. Participants thought the term semarak in relation to a smartphone might be an 
indication of innovative and unique design. They believed it suggested a youthful spirit that 
might support a design that was full of colour and suited to young people. Some of them thought 
the term meant that the phone provided entertainment for users with outstanding quality in its 
audio, phone screen, camera or ringtones. In addition, several participants thought the slogan 
referred to a phone that was luxurious in design with excellent technology.  
 
One participant discussed what semarak might refer to: 
“Desain lebih spesifik…jadi kayaknya produk ini lebih ke arah gaya-gayaan. Dari segi 
warna lebih berwarna atau eye catching…” 
[The design is special… it’s like this product is trendier. In terms of colour, it might be 
more varied or eye catching…] 
Participant 13 
 
 
Interestingly, some participants felt semarak indicated high cost: 
  
“Seperti smartphone Sony ya. Modelnya itu beda, bukan totally beda, tapi kelihatannya 
itu lux, mungkin itu kata yang lebih tepat itu lux ya…” 
[Like a Sony phone. The model is different, not totally different but it would look 
luxurious, maybe that’s right word for it…] 
Participant 24 
 
 However, other participants thought the term semarak indicated cheapness: 
  
“Kata semarak kesannya banyak orang yang memakai model dengan kualitas dengan 
harga terjangkau pasti kualitasnya tidak terlalu tinggi…kategori low end product.” 
[The term ‘cheerful’ suggests that everybody is using this model because the quality is 
OK and the price is affordable, the quality is certainly not that high…it’s a low end 
product.] 
Participant 30 
 
The use of term semarak elicited a wide range of interpretations, and it appeared the 
participants did not agree on the meaning and usage of this word. In general, however, they felt 
that this slogan would be associated with a product intended for younger users that was likely 
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to be showy and colourful. Whether such a product would be high quality and cost was 
uncertain, with different participants having different impressions. This stresses the difficulty 
in devising advertising material that achieves the desired result in Indonesian because of the 
situation of Indonesian as a second language for virtually all consumers.  
 
It is clear, however, that in Indonesia, Indonesian lacks the prestige associations that English 
has in the context of marketing communication and advertisements. It is neutral in terms of 
social connotations. For this reason, consumers may rely more on the content of Indonesian 
advertising material, which they understand fully, than on social connotations that may be 
ascribed to the product being advertised. Product slogans in Indonesian also have to appeal to 
consumers’ sense of language, in addition to their informational content.  
 
Table 7 below summarises participants’ responses to the Indonesian slogans used in this study. 
Overall, these responses were less positive than those for the English language slogans. At the 
same time, the negative responses were less strong as well. This may reflect the higher prestige 
associated with English but also greater comprehension of the Indonesian.  
 
Table 7: Participants’ responses to Indonesian language slogans 
 
Indonesian slogans Positive 
response 
Neutral 
response 
Negative 
response 
F % F % F % 
Dirancang dengan indah untuk Anda 18 60% 3 10% 9 30% 
Desain yang membuat pengalaman 
bersmartphone lebih semarak 10 33% 3 10% 17 57% 
 
The slogan ‘Dirancang dengan indah untuk anda’ [Beautifully designed for you] is an 
established slogan that has been used in smartphone ads in Indonesia. Most of the participants,  
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60 %, responded positively to this slogan. The word indah [beautiful] had considerable appeal 
because of its inherent meaning as well in the form of a superlative applied to ‘design’. This 
suggested to these participants that the product the slogan referred to was unusual and a high 
quality example of design features in a smartphone. By contrast, 30 % of the participants 
disliked the slogan because they were confused about the use of indah (beautifully) to apply to 
a smartphone. Since Indonesian is not the first language of most Indonesians, the way in which 
individuals understand it varies and is also affected by the nature of their first language (one of 
Indonesia’s around 700 local languages). This is an added level of complexity in language use 
in Indonesia and is a concern for the designers of advertising material. An additional 10 % of 
the participants had a neutral response to the slogan, feeling it was not unusual or special.  
 
Some of the participants expressed their views as follows: 
“Kayaknya yang bikinnya PD aja ya…soalnya ‘dirancang dengan indah untuk anda’. 
belum tentu juga kan. Tapi dia punya…ya dia PD lah, pokoknya yang gua bikin itu 
semua orang pasti bilang bagus.” 
[It seems like whoever made this slogan was very self-confident . . . The thing with 
‘beautifully designed for you’ is it is certain, is it? But they had… it’s like they were 
really self-confident, as if to say ‘whatever I produce people will think is good’.] 
Participant 8 
 
“Kalau saya menangkapnya, wah slogan ini seakan-akan merayu saya. Saya sendiri pun 
merasa tertarik untuk mencari tahu dulu. Kata-kata “dirancang dengan indah…” cukup 
serangkai kalimat ini. “Untuk anda “tertuju untuk saya.” 
[If I am grasping the meaning of this, wow, this slogan attracts me. I do feel like I want 
to know more about the product. The words “beautifully designed” along with “for you” 
seem like it is directed right at me.] 
Participant 29 
 
Other participants expressed confusion about the slogan. They commented: 
“Kesannya tidak sesuai dengan smartphone. Lebih cocok untuk produk baju atau 
fashion…” 
[My impression is, it doesn’t fit a smartphone. It’s more appropriate for clothing or 
fashion. . .] 
Participant 25 
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“Bukan buat handphone…lebih cocok untuk rumah, desain, taman…” 
[It is not for a smartphone…it’s more suited to a house, design or a garden . . .] 
Participant 20 
  
Again, these participants were reacting to the world choice which they felt was not compatible 
with the product. This affected their view of the advertisement and potentially the product. 
Other participants, though, had a neutral opinion of the slogan, for example: 
“Ini iklan yang biasa, iklan yang umumlah. Kata-kata yang dipakai pun banyak 
digunakan oleh produk yang lain, standarlah.” 
[This is an ordinary ad, a commonplace ad. The words are used in a lot of other ads. 
It’s standard (language).] 
Participant 3 
 
 
The slogan ‘Desain yang membuat pengalaman ber-smartphone lebih semarak’ [Design that 
makes the smartphone experience more cheerful] was created by the researcher to elicit 
participants’ responses to an advertising slogan they could not have seen before. An effort was 
made to replicate the style of language normally used in Indonesian advertising material. 
 
Two participants were unable to associate the word semarak [cheerful] with a smartphone, 
while 28% of the participants felt the slogan would be difficult to recall. By contrast, 33 % of 
the participants responded positively, while 10% had no particular feeling about the slogan.  
 
Among those participants who disliked this slogan, there were several perceptions. These 
included: 
 “Slogan mungkin terlalu panjang jadi tidak menarik…” 
 [This slogan is too long to be catchy…] 
          Participant 28 
 
“Ini rancu nih kayaknya. ‘Lebih semarak’ itu kan bisa berbeda-beda semaraknya 
itu…kurang pas untuk handphone.” 
[This is bad language use. ‘Lebih semarak’ [more cheerful] can be understood in 
different ways. It’s doesn’t fit a smartphone.] 
Participant 7 
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The positive comments included: 
 “Kesan slogannya kalau menurut saya sih lebih ke genre ya…genre usia muda.” 
[The slogan gives the impression, to me anyway, of being in the genre of…the genre of 
young people.] 
Participant 13 
 
“Kesannya unik ya, bagus…Bisa membuat pengalaman ber-smartphone lebih semarak. 
Dia mengeluarkan model dengan harga yang murah ke yang tinggi, kualitas biasa saja 
ke kualitas yang lebih, jadi lebih semarak…” 
[It makes a unique impression, a good one… It can make using a smartphone more 
cheerful. They are putting out a model, with a price ranging from low to high, with 
moderate to good quality, so it’s more cheerful . . .] 
Participant 18 
 
 
A participant who had no particular feeling about this slogan noted: 
 “Biasa, standar ya…mudah dimengerti.” 
 [This is an ordinary sentence, standard…it’s easy to understand.] 
          Participant 9 
 
 
Overall, participants’ reposnses to this slogan indicate that there are very specific ways in 
which Indonesian terms are used, and consumers may react strongly when they feel there is 
something odd about the language used. This may reflect previous usage they have seen in 
advertising and other contexts and, as noted above, suggests the complications of designing 
marketing communication for a population with varying linguistic background and 
comprehension, especially in a country like Indonesia where there is a widespread assumption 
that the majority of the population is fluent in the national language but may use other 
languages in their day to day activities. 
 
4.2 Consumers’ Impressions about Slogans 
Slogans are short, memorable phrases that are often used in ads to attract consumers’ attention 
and that play a central role in a brand’s marketing strategy. For this reason, it is important to 
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consider what makes consumers like some slogans and not others because this can affect their 
response to the brand (see. Kohli et al, 2013). 
 
Like in other markets, slogans that appear in Indonesia to advertise various kinds of products 
attempt to make use of language that will attract consumers’ attention and encourage them to 
seek out the advertised product.  As discussed above, slogans often use English or a mix of 
English and Indonesian, even though English is not used as a language of communication in 
the country. A large number of advertising slogans are completely in Indonesian as well, but 
consumer impressions tend to be influenced by the language used because of the status 
differences of different languages. 
 
The slogan ‘Do big with mini, maksimal serunya, mini harganya’ [Do big with mini, maximum 
fun at a mini cost] is part of an established advertising campaign for one smartphone brand in 
Indonesia. Twenty four percent of the participants felt the slogan was attractive, specifically 
because it mixed English and Indonesian. An additional 24% of the participants thought the 
slogan was simple and used explicit language, especially the phrase ‘do big with mini,’ which 
they felt conveyed the intended message in a way they could grasp easily. Another 24% of the 
participants said their main impression of the slogan was that it was pleasant, especially the 
phrase ‘maksimal serunya’ [maximum fun]. Only 3% of the participants found the slogan 
unique in its use of mixed language, and 3% of them said the slogan was easy to recall because 
of the phrase ‘do big with mini’.  On the other hand, 7% of the participants considered the 
slogan to be unattractive because they associated ‘mini’ with the size of the smartphone. Three 
percent of participants said the slogan was too long, while another felt it was difficult to recall 
because of the words ‘do big with mini’. Meanwhile, 3% of the participants did not see a 
connection between the Indonesian and English phrases.  Table 8 summarises the participants’ 
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impressions of the sample slogan ‘Do big with mini, maksimal serunya, mini harganya’ [Do 
big with mini, maximum fun at a mini cost]. 
 
Table 8: Participants’ impressions of the slogan ‘Do big with mini, maksimal serunya, 
mini harganya’ [Do big with mini, maximum fun at as mini cost]  
 
Impression of the 
slogan 
Frequency 
Percentage 
Attractive 7 24% 
Simple  7 24% 
Pleasant 7 24% 
Unique 1 3% 
Catchy 1 3% 
Unattractive 2 7% 
Too long 1 3% 
Hard to recall 1 3% 
Uncommercial 1 3% 
Ambiguous 1 3% 
Total 30 97% 
 
 
The participants’ comments on this slogan included: 
“ Kalau menurut saya sih, slogannya menarik. Kata-kata itu ’ do big with mini’, kata 
‘big’ dan kata ‘mini’. Dengan melihat kata-kata ini, dari awal sudah jelas di pikiran 
saya bahwa produk itu memberikan banyak fitur dengan harga yang terjangkau.” 
[In my opinion, this slogan is interesting. It’s the words ‘do big with mini,’ the word 
‘big’ and the word ‘mini.’ Seeing these words, it is immediately clear in my mind that 
this product offers a lot of features at an affordable price.] 
Participant 22 
 
“Cukup menarik. Dari bahasanya, bagi orang dengan kriteria Bahasa Inggris-nya masih 
standar, ini cukup dimengerti. Terutama kata ‘big’ dan ‘mini’. Dengan smartphone 
yang kecil, bisa mendapatkan manfaat yang lebih mungkin dari fitur-fitur yang ada di 
dalamnya.” 
[It is quite interesting. Fram the language, based on the fact that the English is standard, 
this is pretty comprehensible. Especially the word ‘big’ and the word ‘mini.’ For a small 
smartphone, you can get more advantages from the features the phone comes with.] 
Participant 26 
 
 
This participant’s view is especially interesting because the English in this ad was part of a 
campaign specifically for Indonesia and reflects characteristic non-native usage in that ocation, 
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rather than usage by native speakers (see Kachru, 2006, for a discussion of new dialect 
formation in Indonesia and similar nations).  
 
Other participants explained their views as follows: 
“Ya mungkin kata-katanya sedikit tapi maksudnya banyak. Maksud iklan ini, ringkas 
gitu. Jadi dengan ‘do big with mini’ ini banyak artinya, dengan smartphone kecil bisa 
melakukan banyak kegiatan.” 
[This conveys a lot of meaning in a few words. The message of the ad is brief. But ‘Do 
big with mini’ has a lot of meaning – with a small smartphone, you can do a lot.] 
Participant 2 
 
  “Simpel sih, karena tulisan ini kan ‘do big with mini’ sama juga kayak mewakili… 
’do’ mungkin apa ya…kecil tapi mungkin mempunyai kualitas yang besar kali ya” 
[It’s simple because the phrase ‘do big with mini’, like it represents . . . what is ‘do’ 
here? The phone is small maybe, but it is high quality?] 
Participant 10 
 
 
Some of the participants mentioned the impression this slogan gave them. 
“Kalau ini, menurut saya bagus ya. Do big with mini ini karena produknya juga cocok 
dengan saya, Bagus, sesuai dengan spesifikasinya. Barangnya mini, mini itu dalam arti, 
harganya tidak mahal tapi fungsinya bagus….” 
[In my opinion, this is good. ‘Do big with mini’ means the product is right for me. It’s 
nice, fits with specifications. The phone is mini, mini in the sense of it doesn’t cost a 
lot but it works well . . .] 
Participant 12 
 
“Bagus... sesuatu yang minimum menghasilkan maksimum. Do big with mini. Dari segi 
ekonomi dan segala macam nih, pasti memikirkannya, gimana sih dengan yang sekecil-
kecilnya tapi saya bisa mendapatkan yang besar.”  
[This is good . . . something that is minimal but its output is maximal.’Do big with 
mini.’ In terms of cost and everything, I would certainly consider it. With something 
that is as small as possible, I could get a lot of benefit.]  
Participant 15 
 
Other participants did not like this slogan. Their comments included: 
“Kurang menarik. Simpel tapi enggak berkesan. Mini-nya itu yang membuat 
underestimate. Dia sebut di sini ‘mini’ harganya, cuma pada saat tidak ada penjelasan 
lagi, mini-nya itu kayaknya mendiskreditkan kualitasnya sendiri” 
[It’s not appealing. It is simple but it doesn’t make an impression. The use of the term 
‘mini’ is like an understatement. They say the price is ‘mini,’ but, without further 
explanation, that ‘mini’ is like them saying their own quality is poor.]  
Participant 13 
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“Apa ya? Kayaknya agak sulit. Maksudnya begini, kayaknya kalimatnya tuh tidak 
terlalu familier didengar. Menurut saya, sebenarnya kalau untuk slogan seharusnya 
pakai kalimat sifat ya. Jadi orang mudah ingat. Kalau ‘do big with mini’ untuk 
pronounce - nya agak susah diingat” 
[What is this like? It’s difficult. What I mean is, it seems like this slogan sounds not 
really familiar. In my opinion, they should use a slogan like, what? Something people 
can recall easily. It’s even hard to say ‘Do big with mini.’ So it would be hard to 
remember.] 
Participant 6 
 
 
The slogan ‘The sign of design with you in mind’ is an established slogan used in smartphone 
ads in Indonesia, 17% of the participants thought the slogan was easy to recall, especially the 
phrase ‘with you in mind’, while another 10% of the participants said the slogan impressed 
them because of the word ‘design’. Another 7% of the participants said the slogan made them 
believe in the appeal of the smartphone, and 7% said the slogan fits a smartphone. Only 3% of 
the participants said the slogan was unique and one participant found the slogan attractive as 
well. Ten percent of the participants thought the slogan was not unusual and was standard for 
smartphone advertising. By contrast, 14% of the participants thought the slogan was confusing.  
 
An additional 10% of participants said the slogan was difficult to understand because of the 
phrase ‘sign of the design’. Another 10% of the participants thought the slogan was difficult to 
remember because of the length, while 7% said the slogan had several possible meanings. The 
participants’ impressions are summarized in Table 9. 
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Table 9: Participants’ impressions of the slogan ‘The sign of design with you in mind’ 
 
Impression of 
slogan 
Frequency 
Percentage 
Catchy 5 17% 
Impressive 3 10% 
Persuasive 2 7% 
Appropriate  2 7% 
Unique 1 3% 
Excellent 2 7% 
Ordinary 3 10% 
Confusing 4 14% 
Difficult 3 10% 
Unremarkable 3 10% 
Ambiguous  2 
7% 
Total 30 100% 
 
Comments of participants about this slogan included: 
“Ya ini mudah diingat, kalau dalam bahasa Inggrisnya, rime-nya’sign of the design with 
you in mind’. Permainan katanya bagus “ 
[This is easy to recall because of the rhyme in English ‘sign of design with you in mind.’ 
It’s a good play on words.]  
Participant 7 
 
“Kalau ini simpel lah…simpel banget enak makanya. Nah, ini maksudnya dari ‘the sign 
of design with you in mind’. Saya pikir enggak panjang ya...slogannya jadi gampang 
diingat.” 
[This one is simple . . . Very simple, but good. This is the point of ‘the sign of design 
with you in mind.’ I don’t feel this is too long …the slogan is easy to remember.] 
Participant 27 
 
“Menurut saya kesannya keren ya dengan kata-kata ‘design’ dan ‘mind’ “ 
[In my opinion, this is cool, with the words ‘design’ and ‘mind.’] 
Participant 22 
 
 
A number of participants felt this slogan was not effective or felt it did not give them a good 
impression of the product. Their comments included: 
“Biasa saja karena gak straight to the point gitu, dia sebenarnya maunya apa, tidak 
menjelaskan ini maksudnya apa.” 
[This is just a regular ad, it is not straightforward, and what is it actually about? It does 
not explain what the point is.] 
Participant 24 
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“Slogan biasa saja dari segi bahasa Inggrisnya mungkin... tidak membuat saya 
membayangkan sesuatu yang sepertinya bukan smartphone.” 
[This is just a regular slogan from the point of view of English maybe . . .  It doesn’t 
make me imagine anything that is not like a smartphone.]  
Participant 20 
 
Some participants felt this slogan was confusing: 
“Agak membingungkan ya. Bisa jadi dari bahasa Inggrisnya karena ‘with you in mind’ 
itu ya. Bingung mengasosiasikan atau menghubungkan dengan smartphone itu sendiri 
. . .” 
[This is quite confusing. It could be because of the English phrase ‘with you in mind.’ 
I am confused as to how to connect that to the smartphone . . .] 
Participant 26 
 
 
 “Kalau bagi saya slogan ini kurang jelas dan tidak efektif karena membuat saya 
berpikir keras. Lihat iklannya saja saya sudah malas. Kata–kata ‘sign of design’ 
membuat saya tidak punya gambaran tentang produknya.” 
[In my opinion, this slogan is not clear and would not be effective because I would have 
to think hard about it. If I saw the ad, I wouldn’t feel like figuring it out. The words 
‘sign of the design’ don’t give me an impression of the product.] 
Participant 29 
 
The slogan ‘It doesn’t take a genius’, was also an established slogan used in smartphone ads in 
Indonesia. Seventeen percent of participants thought the slogan aroused their interest with the 
word ‘genius’. Ten percent of the participants thought the slogan was thought provoking. 
Another 10% of the participants felt the slogan was telling the truth about the smartphone, and 
7% of the participants said the slogan was easy to understand. Seven percent of the participants 
liked the slogan, and another 7% thought the slogan could persuade consumers to buy the 
product. Another 10% of the participants felt the slogan was commonplace. In addition, 14% 
of participants thought the phrase ‘it doesn’t take a genius’ was ambiguous. Ten percent of the 
participants said the slogan underestimated the ability of consumer to use the smartphone. 
Seven percent of the participants felt the slogan did not fit the product, while 3% thought the 
impression the slogan gave was likely untrue. These views are summarised in Table 10. 
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Table 10: Participants’ impression of the slogan ‘It doesn’t take a genius’ 
 
Impression of 
the slogan 
Frequency 
Percentage 
Attractive 5 17% 
Catchy 3 10% 
Simple 3 10% 
Easy to 
understand 
2 
7% 
Excellent 2 7% 
Pleasing 2 7% 
Ordinary 3 10% 
Ambiguous 4 14% 
Insulting 3 10% 
Inappropriate 2 7% 
Exaggerated 1 3% 
Total 30 100% 
 
Some of the participants’ comments about this slogan included: 
“Menarik menurut saya karena ada kata-kata jenius itu…produk jenius bukan 
pemakainya.” 
[This is interesting to me because of the word ‘genius.’ The product is the genius, not 
the user.] 
Participant 21  
 
“Menurut saya sih menarik terutama kata-kata ‘jenius’ dari segi produknya…” 
[In my opinion, this is interesting, especially the word ‘genius’, from the point of view 
of the product . . .] 
Participant 22 
 
 
Other participants specifically noted the recall potential of this slogan. 
 
“Mudah diingat juga sih…mungkin kata genius-genius-nya gitu kali ya.” 
[This is easy to remember . . . maybe it’s the use of the word ‘genius’.] 
Participant 10 
 
“Slogannya sih menarik, jadi sebenarnya gampang diingat ya kalau misalnya orang 
ngomong sekali ‘it doesn’t take a genius’ jadinya nempel sih…” 
[This is an interesting slogan, so it is easy to remember, like if someone says ‘it doesn’t 
take a genius,’ it sticks in your mind . . .]  
Participant 11 
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Other participants felt this slogan was easy to grasp, which aided comprehension. 
 
“Bagus ya. Maksudnya simpel dan gampang dimengerti. Bahasanya ini seperti kalimat 
yang biasa kita pakai sehari-hari lah…” 
[This is good. The point is simple and easy to understand. The slogan is like a sentence 
you might use in ordinary conversation.] 
Participant 6 
 
“Oke sih, simpel tapi intinya dapet dan jelas bahwa smartphone ini gampang 
digunakan” 
[It’s OK. It’s simple but the point is clear, that this smartphone is easy to use.] 
Participant 23 
 
 
 
Several participants had difficulty understanding what this slogan was supposed to mean. Some 
of their comments were: 
“Bingung ya…mungkin dari kata-katanya aja ya persisnya kata ‘it doesn’t take a 
genius’ gak cocok dengan apa yang dipromosikan karena dia bilang gak smart bisa jadi 
produknya tidak smart atau orangnya tidak smart.” 
[I’m confused . . . from the wording, specifically ‘it doesn’t take a genius,’ it doesn’t 
fit what they are advertising because they say it isn’t smart. It could be the product isn’t 
smart or the user isn’t smart.] 
Participant 25  
 
“Kalau kesannya agak bingung. Kalau misalnya kita membacanya separuh-separuh, 
tapi maknanya kalau kita artikan langsung ke dalam bahasa Indonesia akan beda.” 
[My first impression is confusion. If you don’t read it carefully, and translate it directly 
into Indonesian, the meaning would be different.] 
Participant 27 
 
 
Several participants incorrectly understood this slogan to be referring to the capabilities of the 
user. Their comments included the following: 
“Sebenarnya slogan lumayan menarik sih tapi kayak agak ngerendahin aja kesannya . . 
. merendahkan kemampuan berpikir orang. Jadi smartphone itu banyak fungsinya tapi 
karena dia enggak tahu cara memaksimalkan fungsinya jadi akhirnya dia enggak bisa 
merasakan keunggulan smartphone-nya.” 
[The slogan is actually fairly interesting but it is quite demeaning . . .  it demeans 
people’s ability to think. The smartphone has a lot of functions but the user is not 
capable of maximising them so they would end up not taking advantage of the phone’s 
potential.] 
Participant 14 
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“Sepertinya slogan ini mengindikasikan bahwa untuk memakai smartphone ini tidak 
perlu untuk menjadi orang pintar.” 
[The slogan seems to suggest you don’t have to be very smart to use this phone.] 
Participant 13 
 
Other participants felt the slogan did not fit the product being advertised: 
 
“Masih bingung asosiasinya slogan ini dengan smartphone itu apa? Kalau untuk 
hardware semacam gadget, aku pikir slogan in enggak pas.” 
[I can’t see the connection to a smartphone. If they are talking about the hardware, like 
a gadget of some kind, I don’t think the slogan fits.] 
Participant 4 
 
“Kesannya seperti bukan kayak smartphone ya. . . kayak buat games gitu ya.” 
[It seems like this is not for a smartphone . . .  it more like for a game.] 
Participant 18 
 
 
One participant thought the slogan must be exaggerating the qualities of the product, saying: 
 
“Kayaknya kelewat ini banget, di-ini-in banget kalau dia itu ‘take a genius’ gitu. Lebay, 
mengumbar banget gitu…” 
[This is way too extreme. It’s making too much of it, not taking a genius. It’s overdone, 
it’s really exaggerated.]  
Participant 9 
 
This participant, and several of the others, do not seem to have understood what the slogan 
means. Of the slogans tested, this example presented the most problems in terms of 
comprehension and gave rise to the widest variety of responses. 
 
The slogan ‘dirancang dengan indah untuk anda’ [Beautifully designed for you] has also been 
used in smartphone ads in Indonesia. Twenty-four percent of participants felt the slogan was 
appealing and likely to generate interest in the smartphone being advertised. Seventeen percent 
of participants considered this a slogan that was easy to understand, while another 7% of 
participants thought the slogan indicated a product aimed at female users. An additional 7% of 
participants felt the slogan was easy to remember, while 3% of participants thought the slogan 
indicated the producer’s confidence in the product. In addition, the slogan made 3% of the 
participants curious to learn more about the smartphone’s qualities.  Ten percent of the 
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participants felt the slogan was unremarkable. Twenty percent of the participants thought the 
slogan did not fit a smartphone advertisement, particularly because of the phrase ‘dirancang 
dengan indah ‘[beautifully designed]. Twenty-four percent disliked the slogan and were 
confused by the use of the term ‘dirancang’ [designed]. Participants’ responses to this slogan 
are summarised in Table 11. 
 
Table 11: Participants’ impressions of the slogan ‘Dirancang dengan indah untuk anda’ 
[Beautifully designed for you] 
 
Impression of 
the slogan 
Frequency 
Percentage 
Attractive 6 20% 
Simple 5 17% 
Feminine  3 10% 
Catchy 2 7% 
Bold 1 3% 
Generates 
curiosity  
1 
3% 
Ordinary 3 10% 
Inappropriate 7 24% 
Unattractive  1 3% 
Total  30 100% 
 
A number of participants responded favourably to this slogan. Some of their comments were: 
 
“Cukup menarik karena kata-kata ‘dirancang dengan indah’ cukup mengerti karena di 
sini dikatakan dirancang, dibentuk dengan indah. Berarti kan gimana sih model 
smartphonenya.” 
[This is quite interesting because of the phrase ‘beautifully designed,’ which is easily 
understood because they say ‘designed,’ formed beautifully. This refers to the model of 
the smartphone.] 
Participant 19 
 
“Kesannya bagus karena slogannya sangat bagus’ dirancang dengan indah untuk 
customernya untuk pemiliknya. Itu sangat menarik sekali . . .” 
[This makes a good impression because the slogan is pleasant. It is designed beautifully 
for customers, for the users. It is very appealing . . .] 
Participant 30 
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Several participants understood this slogan to be advertising a product aimed at female users. 
Some of their comments included: 
 
“Kalau dilihat dari slogannya sendiri, bahwa ini adalah smartphone yang punya bentuk 
luar yang berbeda dengan smartphone-smartphone lain. Dan ini biasanya smartphone 
untuk perempuan.” 
[If you consider the slogan itself, that this smartphone has an unusual form that is 
different from other phones. And this usually means a smartphone intended for 
women.] 
Participant 4 
 
“Slogan menarik dari kata-katanya. Ya ini ‘dirancang dengan indah untuk anda’ 
mungkin ini ditujukan untuk para pemakai smartphone khususnya wanita ya. . .” 
[This is phrased in an interesting way. ‘Beautifully designed for you’ is probably 
intended specifically for female users.] 
Participant 1 
 
 
Other participants felt this slogan was easily recalled, confident, and persuasive. They said: 
 
“Kalau slogannya sih gampang diingat terutama kata ‘indah’. Karena tidak semua 
produsen smartphone memakai kata indah. Paling dia memakai kata yang bermakna 
teknologi.” 
[The slogan is easy to remember, especially the word indah [beautiful]. Most phone 
producers don’t use the term ‘beautiful.’ Most of them just user terms that relate to 
technology.] 
Participant 27 
 
 
Other participants did not care for this slogan. Some felt it was not unusual, while others did 
not think it fit the product in question. Some of these participants’ comments included: 
 
“Kesannya slogan ini buat jual cluster, rumah, kata-kata ‘dirancang dengan indah untuk 
anda’ kalau di bahasa Indonesia-kan malah jadi seperti iklan rumah.” 
[The slogan is like for selling (development) houses. The phrase ‘Beautifully designed 
for you,” in Indonesian is like those ads for homes.] 
Participant 17 
 
 
“Kesan slogan membingungkan, kata-kata ‘indah’. Kesannya indah itu kayak taman, 
perumahan asri lingkungannya kurang cocok untuk smartphone.’ 
[The slogan is confusing because of the use of ‘beautiful’. ‘Beautiful’ is like for a park, 
one of those pleasant housing complexes. It’s not right for a smartphone.] 
Participant 23 
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For the slogan ‘Flashing light, serunya bersmartphone lebih maksimal [Flashing lights, 
maximum fun using a smartphone] was created by the researcher as an example of a mixed 
language slogan that would be unfamiliar to the study participants. Seventeen percent of the 
participants responded favourably to this slogan, especially the term ‘flashing light,’ while 13% 
of the participants felt they would want to learn more about the ‘flashing light’. Ten percent of 
the participants felt the slogan was easy to understand, and two others thought ‘flashing light’ 
was not hard to remember. Only 3% of the participants really liked the slogan, while 13% of 
the participants thought the slogan was below average and not unusual. Twenty-four percent 
of the participants thought the slogan was unclear, particularly the term ‘flashing’ which they 
felt had several possible meanings or interpretations. Meanwhile, 10% of the participants 
thought the slogan did not fit a smartphone, with 3% suggesting this confusion was specifically 
due to the use of the term ‘flashing light’. The responses of the participants are summarised in 
Table 12. 
Table 12: Participants’ impressions of the slogan ‘Flashing light, serunya ber-smartphone 
lebih maksimal [Flashing lights, maximum fun using a smartphone] 
 
 
 
A number of participants responded positively to this slogan. Some examples of their 
comments included: 
“Menarik sih ‘flashing light’. Kalau [saya] sih, karena ini bayangan di cahaya di 
kameranya…untuk foto-foto. Flash-nya, blitz-nya itu.” 
Impression of the 
slogan Frequency Percentage 
Attractive 5 17% 
Generates curiosity 4 14% 
Simple 5 17% 
Cheerful 1 3% 
Ordinary 4 14% 
Ambiguous 7 23% 
Inappropriate 3 10% 
Confusing 1 3% 
Total  30 100% 
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[Those flashing lights are interesting. I think of the flash on a camera. For taking 
pictures. The flash, the flash bulb.] 
Participant 19 
 
 
“Flashing light, ini singkat. Singkat tapi mudah diingat kayaknya.Ya ini, flashing light 
ini.” 
[Flashing light’ is short. Short but easy to remember. The one with the lashing light is 
this one here.] 
Participant 10 
 
 
“Singkat dan mengena, flashing light itu tadi. Flashing light ini, mungkin smartphone 
ini mempunyai lampu senter.” 
[It’s short and catchy, those ‘flashing lights.’ Maybe the smartphone has a flashlight.] 
Participant 1 
  
“Maksudnya apa sih nih, ‘flashing light, bersmartphone lebih maksimal’ mungkin ini 
kegiatan outdoor kali ya. Iya, kesannya rame. “ 
[What does it mean that ‘flashing light makes using a smartphone more fun’? Maybe 
it’s for outdoor activities. The impression is of fun.] 
Participant 2 
 
 
Other participants thought this slogan was common place or ambiguous. Some of their 
comments included: 
“Kesan slogan biasa aja sih. Kalau kamera udah pasti ada flashlight, mungkin kamera.” 
[It’s just a regular slogan. If it has a camera, it is obvious there is a flashlight, maybe 
they mean the camera.] 
Participant 28 
 
 “Kesan slogannya…mungkin “flashing light” ini saya enggak dapat menangkap 
gambarannya. Membingungkan… “ 
[As for the slogan, I can’t get anything from the ‘flashing light.’ It’s confusing.] 
Participant 29 
 
 
 
A few participants disliked this slogan, largely because they felt it was difficult to understand. 
One, however, commented on the language use: 
“Kesannya apa ya? Iklan ini tidak bisa dimengerti. Terutama karena dia mencampurkan 
bahasa Indonesia dengan bahasa Inggris. Iya. Flashing light ini kan kita tidak bisa 
mengartikannya secara literally, bahwa flashing light ini artinya adalah lampu yang 
bersinar.” 
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[What is my impression of this? This ad is incomprehensible, especially because it 
mixes Indonesian and English. You can’t understand ‘flashing light’ literally, that 
‘flashing light’ here means a light that is shining.] 
Participant 3 
 
The slogan ‘Desain yang membuat pengalaman ber-smartphone lebih semarak [Design that 
makes the smartphone experience more cheerful] was also created by the researcher for use in 
this study. Thirteen percent of participants felt the slogan was easy to understand, while 7% of 
the participants thought it conveyed something favourable about the phone. Another 7% of the 
participants thought it would make people want to find out more about the product. Three 
percent of participants said the term semarak [cheerful] was engaging and added interest to the 
slogan. However, 10% of the participants felt the slogan was not out of the ordinary. Thirty 
percent of the participants thought the slogan would be hard to remember because of its length. 
An additional 17% of the participants said the slogan was not appropriate for a smartphone 
because of the use of the term semarak. Another 7% of the participants said the slogan confused 
them. Participant responses are summarised in Table 13.  
 
Table 13: Participants’ impressions of the slogan ‘Desain yang membuat pengalaman ber-
smartphone lebih semarak [Design that makes the smartphone experience more cheerful] 
 
Impression of the 
slogan Frequency Percentage 
Easy to understand 4 14% 
Cheerful 3 10% 
Creates curiosity 2 7% 
Attractive 1 3% 
Unique 1 3% 
Ordinary  3 10% 
Too long 9 40% 
Inappropriate 5 17% 
Disproportional 1 3% 
Unattractive 1 3% 
Total  30 100% 
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A number of participants had a favourable impression of this slogan. Some of their comments 
include: 
“Kesan slogannya kalau menurut saya sih lebih ke genre ya. Genre usia ya…usia muda. 
Untuk anak muda ABG, anak sekolahan, teenager.” 
[It gives the impression of being for a certain group. It’s for an age group, for the 
younger people. Like for young people, school kids, teenagers.] 
Participant 13 
 
“Kayaknya lebih untuk huru-hura ya. Lebih semarak, kayak kesannya itu heboh lah.” 
[It’s like promoting the excitement aspect. More ‘cheerful’, it’s like an impression of 
excitement.] 
Participant 8 
 
Several participants felt the slogan would encourage people to find out more about the product. 
They said: 
“Kesannya unik ya, bagus. Dia mengeluarkan dari harga yang murah ke yang tinggi, 
dari model yang kecil ke yang besar, dari kualitasnya yang biasa saja ke yang 
kualitasnya lebih, jadi lebih semarak. Bisa membuat pengalaman seperti bersmartphone 
lebih semarak.” 
[It gives a unique impression, a good one. They’re saying, from low to high price, from 
a small phone to a big one, from standard to high quality, it is more fun. It can make 
using a smartphone more cheerful.] 
Participant 18 
 
“Menarik…Membuat kita ingin mencoba. Ya, "semarak" itu apanya sih, apakah ada 
hal-hal baru.” 
[It’s interesting. It makes you want to try it. What is so ‘cheerful’, are there new 
features? 
Participant 12 
 
Other participants felt this slogan was not unusual and was similar to others they had seen.  
Some of their comments included: 
“Nothing special sih, biasa aja. Biasa banget. Produknya pun akan biasa aja. Gak ada 
hal-hal yang istimewa. Paling kalau pun ada, di desain. Cuman kan di sini gak 
kelihatan.” 
[There’s nothing special about this. It’s ordinary. Really ordinary. The product is also 
ordinary. There is nothing about it that is special. If there is, it would just be the design. 
But you don’t see it from this.] 
Participant 3 
 
Several participants reacted to the length of the slogan. Their comments included: 
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“Kayaknya slogannya terlalu panjang. Jadi buat diingat orang itu susah. Biasanya kan 
slogan tidak terlalu panjang jadi langsung nempel di otak orang. Jadi kalau orang 
ngomong slogan soal ini orang langsung, “Oh produk ini”.” 
[This slogan seems long. It would be hard for people to recall it. Slogans are usually 
not that long so they stick in your mind. So if you hear the slogan, you think “Oh, this 
product.”] 
Participant 11 
 
 
Several participants disliked this slogan for various reasons, such as an impression of 
exaggeration, ambiguity, or lack of catchiness. Their comments included: 
“Ini rancu nih kayaknya. “Lebih semarak” itu kan bisa beda-beda semaraknya itu…: 
Enggak sih. Maksudnya biasa aja gitu, paling pemilihannya kurang pas aja, pemilihan 
kata tadi. Bukan smartphonenya sih. Kata “semarak” nya ini kayaknya gimana gitu.” 
[This is poor word choice. ‘More cheerful’ can mean different things. No, this is just 
standard (ad language). It doesn’t really fit, the word choice I mentioned before. It’s 
not for a smartphone. The word ‘semarak’ [cheerful] is not like that.]  
Participant 23 
 
 
The slogan ‘Smart that you can trust’ was created by the reserarcher. Seventeen percent of 
participants felt this slogan was easily remembered, and another 13% of the participants 
thought the slogan was excellent. Seven percent of the participants thought it was easy to 
understand, and another 1% thought it fit the product. By contrast, 17% of the  participants 
thought the slogan was ordinary, and 20% thought it had several possible meanings, especially 
in relation to the terms ‘trust’ and ‘smart’. An additional 10% of the participants said the slogan 
did not fit a smartphone because the term ‘trust’ related more to financial products.  Other 
participants felt the slogan would be hard to recall or awkward in terms of language. The 
impressions of the participants are summarised in Table 14.   
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Table 14: Participants’ impressions of the slogan ‘Smart that you can trust’ 
 
Impression of the 
slogan 
Frequency Percentage 
Catchy 5 17% 
Attractive 4 13% 
Easy to understand 2 7% 
Appropriate 1 1% 
Ordinary 5 17% 
Ambiguous 6 20% 
Inappropriate 3 10% 
Exagerrated 2 7% 
Difficult 1 3% 
Not catchy 1 3% 
Total 30 100% 
 
 
A number of participants reacted favourably to this slogan, finding it memorable, pleasing, 
easy to understand and appropriate for the product. Their comments included: 
“Slogan mudah diingat dan mengena terutama kata smart dan trust.” 
[This slogan is easy to remember and to the point, especially the words ‘smart’ and 
trust’.] 
Participant 17 
 
 “Slogan yang mudah diingat terutama kata smart dan trust.” 
[The slogan is easy to recall, especially the words ‘smart’ and trust’.] 
Participant 24 
 
“Slogan bagus terutama kata smart dan trust dianggap mewakili keunggulan 
produknya.” 
[It’s a good slogan, especially the words ‘smart’ and ‘trust’ which represent the 
outstanding qualities of the product.] 
Participant 29 
 
 “Slogan cocok untuk produk smartphone terutama kata smart.” 
[This slogan is fitting for a smartphone, especially the word ‘smart’.] 
Participant 7 
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It is notable that specific words, ‘smart’ and ‘trust’, made the same type of impression on these 
participants and they all associated this with ease of recall. This is an indication of the existence 
of an Indonesian usage of English that is characteristic and consistent. 
 
Other participants reacted less well to this slogan and noted several aspects of the language that 
gave them this impression. Their comments include: 
 “Kalau dilihat dari tagline-nya biasa saja.” 
[As a tagline, it’s pretty usual.] 
Participant 25 
 
 
“Slogan membingungkan terutama kata smart. Apakah ingin menjelaskan tentang 
keunggulan produk atau kata untuk menjelaskan maksud smart itu sendiri?” 
[The slogan is confusing, especially the word ‘smart’. Is this talking about the 
exceptional qualities of the product or does it refer to the meaning of the word ‘smart’ 
itself?] 
Participant 26 
 
“Slogan cukup bagus terutama kata trust walaupun agak bingung dengan maksud trust 
pada slogan tersebut.” 
[This is a pretty good slogan, except for the word ‘trust’. I’m confused about what 
‘trust’ means in this slogan.] 
Participant 8 
 
“Slogan tidak terlalu khusus ditujukan untuk produk smartphone sepertinya lebih untuk 
produk asuransi.” 
[This slogan is not that appropriate for a smartphone. It’s like it is more for insurance.] 
Participant 6 
  
 
 
Overall, the slogan most favoured by the participants was ‘Do big with mini, maksimal serunya 
mini harganya [Do big with mini, maximal fun at as mini cost], which was written for the 
Indonesian market and makes use of characteristic Indonesian usage of English. ‘Dirancang 
dengan indah untuk anda’ [Beautifully designed for you] was the second most favoured, while 
‘Flashing light, serunya bersmartphone lebih maksimal [Flashing light, maximum fun using 
smartphone] was third. Both ‘The sign of design with you in mind’ and ‘Flashing light, serunya 
bersmartphone lebih maksimal’ were seen as confusing by many of the participants because of 
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difficulty understanding the intent of the phrases. In the case of ‘flashing light’, several 
participants confused this with the word ‘flashlight’.  A similar confusion was noted in response 
to ‘It doesn’t take a genius’, where it appeared participants were generally familiar with the 
word ‘genius’ but did not understand the structure of the slogan such that they could not 
understand the meaning. Participants also made strong connections between certain words and 
certain kinds of products. These included interpreting the use of the word desain [design] as 
feminine, semarak [cheerful] as associated with children or young people, ‘trust’ as relating to 
insurance or banking products, and indah [beautiful] as relating to fashion or real estate. These 
findings will be discussed in detail in Chapter 5. 
 
4.3 Consumers’ Impressions about Products 
The role of advertising is to provide information about products and services available to 
consumers. The aim of this marketing communication is to make consumers aware of the 
product and to build their knowledge with relevant messages with the ultimate aim of 
persuading them to buy the product (Brannan, 1993). 
 
Smartphone technology is relatively new in Indonesia, and the idea that a telephone can carry 
out all the functions of a computer, including access to email and the internet, playing music 
and movies, acting as a camera and camcorder, or for GPS navigation is still novel for many 
Indonesian consumers. For this reason, advertising slogans are very important in forming 
consumers’ impressions of smartphones and seem to have very clear connotations to many 
potential buyers. 
 
The slogan ‘Do big with mini, maksimal serunya mini harganya’ [Do big with mini, maximum 
fun at at a mini cost] is an established slogan used in advertising for one smartphone brand in 
 
 
91 
 
Indonesia. Thirty percent of the participants felt this slogan gives the impression of a 
smartphone with small size but sophisticated technology. Another 30% of the participants 
thought the slogan represents a budget smartphone with high quality. Thirteen percent of the 
participants said the slogan relates to the appearance of the smartphone which has a low price. 
Seven percent of the participants felt the slogan suggests the smartphone would be satisfactory 
in terms of performance. Seven percent of the participants thought the image of the product 
was of a simple smartphone. Seven percent of the participants thought the slogan gave the 
impression of being for other types of products, such as a notebook or tablet. Three percent of 
the participants thought the slogan gave the impression that the smartphone was for 
entertainment only, while 3% thought the slogan would be for an unpopular brand that was 
trying to exaggerate its features. Table 15 summarises the participants’ impression of the 
smartphone advertised with this slogan.  
 
 
Table 15: Participants’ impression about a product using the slogan ‘Do big with mini, 
maksimal serunya, mini harganya’ [Do big with mini, maximum fun at a mini cost]  
 
Product impression Frequency Percentage 
Middle level smartphone 9 30% 
Small and excellent smartphone 8 27% 
Cheap smartphone 4 13% 
Sophisticated smartphone 2 7% 
Smartphone with simple design 2 7% 
Non smartphone product 2 7% 
Unpopular smartphone 1 3% 
Entertainment smartphone  1 3% 
Unique smartphone 1 3% 
Total 30 100% 
 
Some of the participants’ comments included: 
 
“Karena kan saya pikir, ‘do big with mini’. Aku pikir big fiturnya, tapi mini ukurannya. 
Ternyata yang ditekankan di sini adalah, maksimal serunya tapi mini harganya. Kalau 
“maksimal serunya” berarti yang kebayang sama aku itu smartphone yang kapasitasnya 
gede, dalam arti, bisa download banyak aplikasi. Sekarang kan kapasitas internal 
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smartphonenya 4 gb atau 8 gb, sementara yang dijual di sini adalah smartphone yang 
kapasitasnya gede, bisa 16 gb ke atas.” 
[For ‘do big with mini’, I’m thinking it refers to a smartphone with big features but 
smaller size. It turns out what they want to stress is maximal fun at a mini cost. 
‘Maximum fun’ I imagine is a smartphone with a high capacity to download 
applications. Nowadays, the internal smartphone capacity is around 4 GB or 8GB, but 
the one they’re selling has more capacity, like 16GB or more.] 
Participant 4 
 
 
 “Untuk produknya, yang di bayangan saya ini produk yang kecil. Dari segi ukuran. 
Dapat melakukan hal-hal yang besar. Bisa melakukan hal-hal seperti fasilitas-fasilitas 
yang ada di dalam komputer.” 
[In terms of the product, I imagine something that is small in size but that can do a lot 
of things. It can do things you can do with a computer.] 
Participant 2 
 
 
Other participants felt this slogan suggested a mid-range phone: 
“Produk seperti sebuah smartphone dengan ukuran yang tidak begitu besar mungkin, 
tetapi bisa melakukan berbagai fitur yang bisa dilakukan pada smartphone yang kelas 
menengah pada umumnya.” 
[It would be for a smartphone that isn’t very big but has various features you expect in 
a mid-range phone.] 
Participant 1 
 
 
“Kesannya produk murah tapi berkualitas. Kualitas dengan dia bilang maksimal 
serunya, do big-nya imajinasi saya dia berani untuk memberikan servis ataupun aplikasi 
yang gak kalah bagusnya sama handphone atau smartphone yang bermerek.” 
[It gives the impression of an inexpensive product but with good quality. ‘Maximum 
fun’ refers to the quality. The ‘do big’ seems to me that they are saying they provide 
service or applications that are as good as other mobile or smartphones with known 
brands.] 
Participant 13 
 
 
“Berartikan saya mempunyai asumsi bahwasannya produk ini adalah produk yang 
kecil, tapi mempunyai kemampuan yang besar. Nah, tapi setelah saya baca lagi 
keseluruhan… ‘Mini harganya’ oke. Berarti di sini adalah do big with mini berarti 
kemampuan yang besar tadi, itu bisa dijangkau oleh harga yang relatif murah, dan 
peruntukannya pasti kalau seperti ini akan jatuh ke middle end atau low end.” 
[I assume this is a small product with a big capacity. But after I read the slogan again. 
‘Mini price’, OK. So ‘do big with mini’ here refers to that large capacity, but it is 
affordable at a relatively low cost, so it must be intended for the middle or low end of 
the market.] 
Participant 27 
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Other participants felt the slogan implied a low end smartphone: 
 
“Kesannya, kayaknya hapenya murah tapi banyak yang bisa dilakukan. Ya, yang 
dipakai sama tukang Go-Jek gitu.” 
[The impression it gives is for a cheap phone but that can do a lot. Like the kind of thing 
Go-Jek drivers1  might use.] 
Participant 14 
 
To some participants, the slogan suggested a sophisticated smartphone: 
“Pasti ini canggih banget teknologinya. Jadi, sepertinya smartphonenya bisa melakukan 
apa saja.”  
[This would be for a high tech phone. It’s like the phone can do anything.] 
Participant 2 
 
 
“Handphone yang bisa melakukan banyak hal . . . Kalau dari sisi saya mungkin sebagai 
pengguna ya . . . mungkin bisa main game yang besar.” 
[It is a smartphone that can do a lot of things. From my point of view as the user, maybe 
it could be used to play videogames.] 
Participant 21 
 
 Participant was impressed by what they felt would be the design of the smartphone: 
 
“Makanya kalau lihat "do big with mini" kesannya itu HP yang simpel. Bisa juga 
smartphone, tapi yang kecil kayak Samsung Y, itu kan kecil tapi tetep smartphone; gak 
harus yang belum smartphone.” 
[When I see ‘do big with mini’, the impression I get is of a simple phone. It could be 
for a smartphone, but a small one like the Samsung Y. That one is small but it’s still a 
smartphone. This wouldn’t have to be for something that was not a smartphone.] 
Participant 23 
 
Other participants felt the slogan was more appropriate for a different type of product: 
“Do big with mini, maksimal serunya mini harganya’. Kalau dilihat ini produk apa, gak 
jelas. ‘Maksimal serunya...’ antara dia menjual smartphone, atau PC, tablet. Yang pasti 
sih barang-barang teknologi yang bentuknya kecil, tapi bisa maksimal, pasti yang lebih 
luas. Dan kalau untuk harga, lebih ke smartphone. Karena ‘mini harganya’.” 
[‘Do big with mini, maximum fun at a mini cost’. I can’t see from this what type of 
product this is. It isn’t clear. ‘Maximum fun’, are they selling a smartphone, a PC, or a 
tablet? It’s obvious that it is a technological item with a small size, but it can be 
maximal, that’s obviously broader. If you look at the price, it seems more like a 
smartphone. Because of the ‘mini cost’.] 
Participant 17 
 
 
 
                                                          
1 Go-Jek is a company that offers motorcycle taxi services that are booked online using a smartphone app. 
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One participants felt the slogan suggested an unpopular brand of phone: 
“Ini smartphone yang bagus. Dan mungkin mereknya belum terlalu terkenal.Tapi 
karena ingin orang-orang tertarik pada produknya,  mereka bikin fiturnya bagus, yang 
mungkin melampaui yang sudah ada, atau menyamai yang sudah ada, yang sudah 
punya nama; tapi dengan harga yang lebih murah. Biar lebih menarik.” 
[This is a good phone, but maybe the brand is not well-known. But because they want 
people to be interested in their product, they gave it good features that may be better 
than the rest of the market or at least the same as other phones that are better known. 
But at a lower cost, so it would seem more attractive.] 
Participant 7 
 
Other participants got the impression the smartphone would be good for entertainment use: 
 
“Iya, ‘maksimal serunya, mini harganya’ . . . kalau orang kan dengan uang yang 
seminimal mungkin mendapatkan sesuatu yang maksimal gitu ya. Nah, enggak tahu 
nih, ‘maksimal serunya’ apakah dia banyak fitur dan fiturnya ke arah games atau apa . 
. .” 
[Well, ‘maximum fun at a mini cost’ . . . if you can get the most fun for the least money, 
but I don’t know about ‘maximum fun.’ Does it have a lot of features or is it more for 
games or what?] 
Participant 8 
 
Another participant felt the slogan suggested a smartphone that was unqiue: 
“Kan biasanya yang sering-sering kayak gini tuh, kalau digadang-gadang sama temen 
itu kayak HP-HP Cina. Dia ngasih fiturnya itu aneh-aneh, ini bisa, itu bisa, tapi 
harganya lebih miring dibandingkan merek lain.” 
[Usually things like this that people make a big deal about are like those Chinese 
smartphones. They have strange features, they can do this and that, but the cost is 
usually less than other brands.] 
Participant 24 
 
 
The slogan ‘The sign of design with you in mind’ is an established slogan in smartphone ads 
in Indonesia. Forty four percent of the participants felt the slogan gave an impression of a 
smartphone with an exclusive, stylish design. Seventeen percent of the participants said the 
slogan suggested quality but also a feminine style. Thirteen percent of the participants found 
the slogan conveyed particular quality but also an expensive smartphone. In addition, 7% of 
the participants thought the smartphone would be luxurious in design, but 7% of the 
participants thought it would have simple design. Another 7% of the participants had the 
impression the slogan referred to an atypical design for a smart phone. Seven percent of the 
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participants felt this slogan suggested an inexpensive smart phone with low quality. Three 
percent of the participants felt this would be an ordinary smart phone, while another 3% of the 
participants thought it would not be a popular brand. The participants’ impressions are 
summarised in table 16. 
 
Table 16: Participants’ impression about a product using the slogan ‘The sign of design 
with you in mind’ 
 
Product impression Frequency Percentage 
Classy smartphone 13 44% 
Feminine,stylish smartphone 5 17% 
High end smart phone 4 13% 
Simple smart phone 2 7% 
Unique smart phone 2 7% 
Low end smart phone 2 7% 
Ordinary smart phone 1 3% 
Unpopular smart phone 1 3% 
Total 30 100% 
 
Participants’ comments about their impression of the quality of the smartphone included: 
“Kesannya sih, The sign of design itu punya ciri khusus. Desainnya punya ciri spesifik 
dibandingkan dengan yang lain, di mana desainnya itu merefleksikan kita sebagai 
pemilik smartphonenya. Ya mungkin sama kayak yang tadi, pesannya itu, bahwa 
smartphone ini unik, dia punya ciri yang berbeda dengan yang lain.”  
[The impression of ‘the sign of design’ is that it has specifial characteristics. The design 
has specific characteristics compared to other phones, where the design reflects on you 
as the user of the smartphone. Maybe that’s what it is, the message is that this 
smartphone is unique, it has characteristics that are different form the rest.] 
Participant 3 
 
 
“Sepertinya, dengan slogan berikut menampilkan sesuatu yang menarik dari sisi 
desainnya. Desainnya terkesan eksklusif. Mungkin kayak produk iPhone. Desain 
eksklusif dari perpaduan semuanya. Dari ukuran, warna, dan dari bentukan 
lekukannya.” 
[It’s as if the slogan shows something attractive about the design. The design must be 
exclusive, maybe like an iPhone. An exclusive design where everything complements 
everything else. The size, color, shape and form.] 
Participant 21 
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“Kalau mereknya seperti Apple. Iya, desain Apple. Dengan hanya melihat bentuk 
smartphonenya sendiri, sudah bisa ketebak kalau itu Apple. Seperti yang terbaru, 
sekarang dengan iPhone 6 ya…itu kan memberikan fitur dengan smartphone yang tipis, 
dengan layar 5 inci, yang nyaman dipegang oleh konsumen. Dari bentuk lekukan 
smartphone itu sendiri. Jadi kalau melihat smartphone itu, sudah ketebak bahwa itu 
adalah iPhone.” 
[It’s like for the Apple brand; they have an Apple design. Just by seeing the shape of 
the smartphone, you can guess it’s an Apple. Like the newest one, the iPhone 6, it has 
all the features in a thin phone with a 5-inch screen which is easy for the consumer to 
use. You can tell from the shape of the phone itself. So if you see it, you can guess that 
it’s an iPhone.] 
Participant 22 
 
Some participants had the impression this slogan was for a feminine smartphone: 
“Menunjukan lebih ke desain. Mungkin lebih untuk wanita, lebih dapat lux-nya, warna-
warnanya lebih warna wanita; kalau laki-laki, bentuknya yang simpel, hitam. Ya, 
perempuan. Atau yang lebih ceria, misalkan ada yang warna-warni, warna biru, warna 
pink, warna hijau. Jadi lebih desainnya. Kalau dia orang yang sporty, warnanya… 
Kayak sekarang Sony mengeluarkan handphone yang dipakai untuk orang-orang yang 
sporty, lebih berwarna dan colorful. 
[It puts more emphasis on the design. Maybe this is more for women, it’s more lux, and 
the colors are women’s colors. For men, you want a simple shape, black. Well, women, 
they want something brighter, maybe multicolored, blue, pink, and green. So more 
emphasis on design. If someone is sporty, they want color . . . Like Sony now has a 
smartphone for sporty people, it’s got more colors, and it’s colorful.] 
Participant 18 
 
“Kalau dari slogan ini, sepertinya desain smartphone yang cocok dengan penggunanya. 
Cocok untuk orang tertentu yang tertarik . . . yang suka fashion.” 
[From this slogan, it seems like the design of this smartphone fits the user. It’s made 
for someone interested in . . . who likes fashion.] 
Participant 2 
 
Several participants also had the impression this slogan was for a high end smartphone: 
“Kesan produk untuk menengah ke atas. Mungkin dengan material yang bagus, tetapi 
fiturnya mungkin kita belum tahu, ini fiturnya sama dengan smartphone sekelas dengan 
harga yang lebih murah, tetapi dia memakai material yang lebih bagus. Jadi 
menunjukkan kelas si pemakailah.” 
[My impression is that this is a product for the middle class and up. Maybe it’s well-
made, but you can’t really tell what features it has. The features could be the same as 
other phones in the same class that cost less, but this one uses superior materials. So it 
shows the user’s social class.] 
Participant 1 
 
“Biasanya, handphone seperti . . . lebih mengutamakan bentuk. Ya, itu kan keseluruhan, 
dari model, lekuk, warna . . . Berarti kayak Vertu ya . . . Biasa, cuma ada tambahan 
kristal dan berlian.Segmennya ini biasanya itu high end ya . . . High end . . .” 
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[This would be a smartphone that . . . that places more importance on form. It’s overall 
appearance, the style, shape, color . . . Like the Vertu brand. It’s the same as other 
phones except it has crystals and gems. It’s definitely high end, very high end . . .] 
Participant 28 
 
Others had the imperssion of a simple phone: 
“Kalau ini simpel lah . . . simpel banget enak makainya. Nah, ini maksudnya dari the 
sign of design with you in mind. Dengan adanya produk ini, yang mereka ciptakan dari 
si produsen, “Oh berarti ini yang saya cari selama ini.”” 
[This one would be simple . . . very simple and easy to use. This is what I understand 
from ‘the sign of design with you in mind’. With this product, they are trying to get 
people to say, ‘Oh, this is what I have been looking for all this time.’] 
Participant 27 
 
Some participants felt a smartphone using this slogan would be unique: 
“Oh, iya. Bisa jadi seperti itu, misalnya Samsung yang kayak gini nih. Kalau asumsi 
orang, ini yang kotak, tapi kalau menurut aku, ini melengkung; padahal Samsung 
satunya itu, dia bentuknya emang melengkung, tapi menurut aku, itu kotak. Misalnya 
kayak Samsung S6, ini bentuknya kan memang unik ya; orang beli karena bentuknya 
unik kan. Mungkin bisa jadi seperti itu desainnya.” 
[Oh, right, it could be like Samsung, for example, which is like this. You assume, this 
is a box, but to me, it’s curved. That one Samsung, it is curved, but to me it seems like 
just a box. For instance, that Samsung S6, the shape is unique; people buy it because 
the shape is unique. This one’s design might be like that.] 
Participant 16 
 
Other participants had varying impressions of a smartphone using this slogan: 
“Kayak HP dari Cinalah. Kalau kita lihat HP Cina, tampilannya bagus, tapi kita kurang 
tertarik karena itu hanya tampilan aja. Kualitasnya sangat minim sekali.”. 
[It’s like a phone from China. If you look at those, they look good but they’re not that 
appealing because it’s all appoearance. The quality is extremely minimal.] 
Participant 26 
 
The slogan ‘It doesn’t take a genius’ is also an established slogan used for smartphone ads in 
Indonesia. Thirty three percent of the participants thought the slogan gave the impression that 
the smartphone would be easy to use. Another 33% of the participants said the slogan 
represented a high end smartphone, but 13% of the participants thought the slogan would be 
for a low end smartphone. Ten percent of the participants thought the phone advertised with 
this slogan would be generic.  Seven percent of the participants thought the slogan gave the 
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impression that the smartphone was ordinary. Three percent of the participants thought this 
smartphone would be good only for entertainment. These views are summarised in table 17. 
 
Table 17: Participants’ impression about a product using the slogan ‘It doesn’t take a 
genius’ 
 
Product impression Frequency Percentage 
Easy to use smartphone 10 33% 
Sophisticated smartphone 10 33% 
Low end smartphone 5 17% 
Generic smartphone 3 10% 
Ordinary smartphone 1 3% 
Entertainment smartphone 1 3% 
Total 30 100% 
 
The participants’ comments included: 
 
“Produknya biasa, cuma dari sisi aplikasinya, dari sisi sistemnya gampang 
dioperasikan. Biasanya sih sejalan sih, kalau user makenya lebih gampang pasti 
aplikasinya juga lebih bagus.” 
[This product would be ordinary, but the applications, its system, would be easy to use. 
These two usually go together. For the user, it’s easy, and the applications are good.] 
Participant 23 
 
Other participants had an opposite impression: 
“Kesannya sih, ini handphone pasti canggih banget. Ya kita tidak perlu lagi orang yang 
jenius atau pintar untuk melakukan hal-hal yang canggih. Smartphone ini bisa 
melakukannya.” 
[The impression it gives is of a very high tech phone. You no longer have to be a genius 
or even smart to do high tech stuff. This phone can do it for you.] 
Participant 3 
 
 “Oh, berarti kalau menurut aku, produk ini berarti hebat dong, very smart. Artinya, dia 
bisa mewakili apa yang nanti kita tidak tahu menjadi tahu, dengan pakai handphone ini. 
Nah, misalnya gini aja yang gampang. Sekarang orang kan suka selfie, segala macam. 
Kita melihat, “waduh, kayaknya ada yang kurang nih pakai kamera ini,” yang chubby 
bisa ramping. Itu yang kesatu. Yang kedua, misalnya “gua gak ngerti apa-apa nih orang 
ngomong,” dengan handphone ini bisa browsing tanpa lelet, aplikasinya semua ada, 
fiturnya ada. Bisa ditayangkan, bisa dipresentasikan saat itu. Jadi memang smart banget 
ini handphone.” 
[I think this must be a very smart smartphone. What I mean is, you would be able to do 
things you now can’t using this smartphone. So, like an easy example. People like to 
take selfies all the time. When you look at the picture, you say ‘Wow, it seems like 
there is something not right, so you use this camera’. If you’re chubby, it can make you 
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look thin. That’s the first thing. The second thing is ‘I don’t know what people are 
talking about’. With this phone, you can browse the internet, it has all the applications, 
all the features. You can watch videos, do presentations. This would be a really smart 
phone.] 
Participant 16 
 
“Produk yang sepertinya penggunaannya susah, terlalu canggih seperti Iphone.” 
[It seems like it would be hard to use. It’s too high tech like an iPhone.] 
Participant 20 
 
Some participants had the impression this would be a low end smartphone: 
 
“Kalau kesan produknya dia . . . ini produk baru ya. Kebanyakan produk-produk . . . 
bahasa-bahasa gini dipakai oleh merek-merek yang low end. Seperti dari Cina lah, 
kayak Mito, Novo, begitulah. Karena enggak perlu jenius-jenius banget kalau itu mah.” 
[The impression this gives . . . this is a new product. Most products, the ones that use 
this kind of language, are low end. Like the ones from China, like Mito, Novo, and so 
forth. You don’t need to be much of a genius to use those ones.] 
Participant 27 
 
Several participants felt the slogan suggested a generic or ordinary smartphone: 
 
“Ya, dia mempunyai sarana untuk messenger, social media mungkin, kamera yang 
mumpuni, tetapi pengoperasiannya sangat simpel, sangat mudah. Cocok untuk semua 
kalangan.” 
[This phone would have apps for messaging, social media maybe, a good camera, but 
it would be easy to use, very easy. It would be suitable for everybody.] 
Participant 1 
 
The slogan Dirancang dengan indah untuk anda [Beautifully designed for you] was another 
established slogan that has been used for smartphone ads in Indonesia. Thirty percent of the 
participants thought the slogan gives the impression of a smartphone that is especially fine or 
luxurious. Twenty seven percent of the participants thought the slogan implied a smartphone 
that was particularly beautiful. Another 27% of the participants thought the slogan implied the 
phone was intended for women. Seven percent of the participants said the slogan described a 
high priced smartphone, while 3% of the participants thought the advertised phone would be 
sophisticated. Another 7% of the participants thought the phone would be ordinary. The 
participants’ responses to this slogan are summarised in table 18. 
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Table 18: Participants’ impressions about a product using the slogan ‘Dirancang dengan 
indah untuk anda’ [Beautifully designed for you] 
 
Product impression Frequency Percentage 
Elegant smartphone 9 30% 
Beautiful smartphone 8 27% 
Feminine smartphone 8 27% 
Expensive smartphone 3 10% 
Ordinary smartphone 2 7% 
Total  30 100% 
 
 
The participants’ comments included: 
 
“Handphone yang cocoklah gitu. Misalnya, ini iPhone 6 gitu kan. Handphonenya 
elegan, enggak kebanyakan . . . Kan kalau sekarang orang lebih senang yang simpel-
simpel gitu, desainnya.” 
[This would be a phone for anyone. Like iPhone 6 for example. The phone would be 
elegant, out of the ordinary. People like the simpler designs.] 
Participant 14 
 
“Ini produk dengan desain yang bagus, cukup mengikuti perkembangan lah . . . 
Mungkin tipis, kecil, dan dengan warna yang membuat saya tertarik. Sejenis iPhone, 
Samsung pun juga . . . eksklusif.” 
[This phone would have a nice design, something up to date. Maybe it would be thinner, 
smaller, and have an eye catching color. Like iPhone or Samsung, it would be . . . 
exclusive.] 
Participant 29 
 
“Kesannya model lagi sih. Handphonenya mungkin futuristik dalam sisi model, bentuk, 
tetapi saya enggak tahu fiturnya seperti apa dan kualitasnya seperti apa. Ini kayaknya 
slogannya enggak ada western-westernnya, mungkin ini produk Cungko nih. Produk 
Cina.” 
[It gives me an idea of the style. The phone might be futuristic in style, in shape, but I 
don’t know what the features are and what the quality is like. This slogan doesn’t seem 
to be a western brand, maybe it’s an Asian product, a Chinese product.] 
Participant 13 
 
Other participants thought this advertising implied a phone aimed at women or people who like 
fashion: 
“Ini mungkin ditujukan untuk para pemakai smartphone khususnya wanita ya. 
Smartphone dengan desain yang menarik, yang bisa membedakan antara smartphone 
ini dengan smartphone lainnya. Karena jika memakai ini, kita akan mengikuti model 
tertentu.” 
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[They are targeting female smartphone users. This is a phone with an attractive design 
that distinguishes it from other smartphones. If you have this, you have the latest 
fashion.] 
Participant 1 
 
“Biasanya untuk perempuan. Kalau indah, yang warnannya cocok untuk perempuan, 
warna-warna soft, lembut, yang pastel, feminin. Biasanya perempuan kan seneng 
warna, terus bentuknya tipis, lekukan di body handphone, ukurannya.” 
[This smartphone would be for women. It would be beautiful in a colour for women, 
soft colours, pastels, it would be feminine. It’s usually women who like colours, the 
thinner shape, curves on the phone, the size.] 
Participant 20 
 
Some participants felt the slogan implied an expensive phone: 
“Kesan produknya sendiri, ya ini pasti akan jadi produk yang mahal, tapi dengan fitur 
yang tidak sebanding dengan harganya. Karena aku punya persepsi, biasanya kalau 
udah kebentuk, itu pasti harganya akan mahal tapi gak sebanding sama fiturnya. 
Contoh, Vertu. Dibuat dari material sophisticated banget, tapi ternyata ketika dicoba 
fiturnya, sama aja kayak HP Cina dengan harga yang gak masuk akal.” 
[The impression this gives is that this is surely an expensive product but whose features 
don’t match the cost. My perception is that usually, when they talk about the shape, the 
price is high but the features are not outstanding. For example, Vertu. The material is 
extremely sophisticated, but when you try the features, it turns out they’re just like those 
incomprehensibly cheap Chinese phones.] 
Participant 4 
 
“Oh, jadi kesan produknya adalah tipe seperti iPhone, iPhone itu ya gitu, yang canggih, 
yang mahal.” 
[My impression is of a product like iPhone. iPhone, like that, that is high tech and 
expensive.] 
Participant 9 
 
 
“Kayaknya HP yang luxury-luxury gitu. He-eh. Jadi buat kelas ataslah. Iya. Ekslusif, 
atau ada permata-permatanya.” 
[This is like a luxury phone. Yeah, it would be for the upper class. It would be exclusive, 
maybe it would have gemstones.] 
Participant 23 
 
The slogan ‘Flashing Light, serunya bersmartphone lebih maksimal’ [Flashing light, maximum 
fun using a smartphone] was created by the researcher for use in this study. Forty seven percent  
of the participants thought the slogan give an impression of a smartphone with an excellent 
camera, while 17% of the participants said the slogan gave them an image of a smartphone 
with a light that flashed. Thirteen percent of the participants envisioned a smartphone with a 
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high speed processor.  Ten percent of the participants thought the slogan created an image of a 
smartphone with excellent screen lighting. Seven percent of the participants had an impression 
of a smartphone with a flashlight. Three percent of the participants thought the slogan implied 
the smartphone would have high memory capacity, and 3% of the participants felt the slogan 
suggested an ordinary smartphone. The responses of the participants are summarised in table 
19.  
 
Table 19: Participants’ impressions of a product using the slogan ‘Flashing light, serunya 
ber-smartphone lebih maksimal [Flashing lights, maximum fun using a smartphone] 
 
Product impression Frequency Percentage 
Smartphone with excellent camera 14 47% 
Smartphone with a light that flashes 6 20% 
Smartphone with a high speed processor  3 10% 
Smartphone with a well-lit screen 3 105 
Smart phone with flashlight 2 7% 
Smartphone with high memory capacity 1 3% 
Ordinary smartphone 1 3% 
Total 30 100% 
 
 
Participants’ impressions derived from this slogan included: 
“Produk biasa. Mungkin keunggulannya itu dari segi pencahyaannya . . . kayak gitu-
gitu kali ya. Lebih terang, kayak gitu. Iya pokoknya, kameranya. Kameranya lebih 
terang.” 
[This is the usual type of product. Maybe it is excellent in terms of lighting. Something 
like that. It’s brighter or something. The main thing would be the camera. The camera 
is brighter.] 
Participant 10 
 
 
“Dia seperti mengeluarkan smartphone yang baru, dengan penggunaan baterai yang 
minim tapi hasil tampilan layar yang bagus. Kayaknya dia lebih ke layar yang bagus. 
Minim baterai, tapi dia tetap menghasilkan layar yang bagus. Biasanya kalau kita pakai 
smartphone yang layarnya terang pasti baterainya cepat habis; kalau ini kayaknya dia 
tetep terang tapi baterai awet. “Bersmartphone lebih maksimal,” jadi tetep bisa.” 
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[It seems like they are putting out a new smartphone with minimal battery use but an 
impressive screen display. It’s like they’re talking about the screen. It doesn’t use much 
battery but still has a good display. Normally, when you use a phone with a bright 
screen, the battery runs down quickly. This gives the impression that screen stays bright 
but the battery lasts. You can ‘use the smartphone more maximally’ because it lasts 
longer.] 
Participant 18 
 
“Mungkin produknya ini bisa didapatkan . . . kepuasannya lebih maksimal kali ya, 
dibandingkan dengan smartphone lainnya. Mungkin dari memorinya karena kan kalo 
memori besar kita bisa download lebih banyak” 
[This could be a product where you get . . . maximum satisfaction maybe, compared to 
other smartphones. Maybe because of the memory because, when it has a big memory, 
you can download more.] 
Participant 5 
 
The slogan ‘Desain yang membuat pengalaman ber-smartphone lebih semarak [design that 
makes the smartphone experience more cheerful] was also created by the researcher for use in 
this research. Thirty three percent of the participants said the slogan gave them the impression 
it advertised a smartphone for young people. Twenty three percent of the participants had the 
impression the smartphone would have standard technology supported by good design. Ten 
percent of the participants thought the smartphone would have a different or unique design. 
Thirteen percent of the participants said their image of the smartphone included entertainment 
features. Thirteen percent other participants had the impression this would be an ordinary 
smartphone. Another 10% of the participants thought the slogan gave the impression of a high 
end smartphone. By contrast, 7% of the participants believed the quality of the smartphone 
would be low. Only 3% of the participant had the impression this smartphone would have an 
excellent camera. Participants’ impressions about a product using this slogan are summarised 
in Table 20. 
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Table 20: Participants’ impressions about a product using the slogan ‘Desain yang 
membuat pengalaman ber-smartphone lebih semarak [Design that makes the smartphone 
experience more cheerful] 
 
Product impression Frequency Percentage 
Smartphone for teenagers 10 33% 
Standard smartphone  7 23% 
Entertainment smartphone 4 13% 
High end smartphone 3 10% 
Low end smartphone 2 7% 
Smart phone with excellent camera 1 3% 
Unique design 3 10% 
Total 30 100% 
 
The participants’ impressions included: 
“Mungkin lebih ke anak muda gitu. Dengan desain yang warna-warni kayak gitu lah.” 
[This would be like for teens. With a brightly colored design or something.] 
Participant 10 
 
 
“Kesan produk memberikan warna desain terlalu banyak warna. Modelnya, 
tampilannya dengan desain yang menarik lebih berwarna. Mungkin cocoknya untuk 
Abegeh, anak sekolahan.” 
[My impression of this product is that the colour scheme has too many colors. The style, 
the appearance has a colourful design that is interesting because of the colours. Maybe 
something for teens or school kids.] 
Participant 22 
 
“Ya bisa jadi desainnya memang sangat unik sehingga membuat orang jika 
menggunakan smartphone ini bisa punya pengalaman baru. Misalnya desain teleponnya 
bisa dibuat robot-robotan.” 
[It probably has a unique design that gives the user some kind of new experience. For 
instance, maybe the phone design has some kind of robotic function.] 
Participant 4  
 
“Smartphone memiliki sesuatu yang baru. Sehingga dijanjikan akan lebih semarak akan 
lebih menarik. Saya pikir mereka akan menonjolkan bunyi, yang mungkin punya fungsi 
lebih mengarah ke musik atau video mungkin” 
[This smartphone would have something new. They’re promising it will be more 
cheerful or more appealing. I think they are talking about the sound that might be 
optimised for music or videos.] 
Participant 7 
 
“Produk handphone Cina. Handphone kualitas Cina ya. Di mana hampir semua orang 
pakai. Kualitasnya, ya karena harga terjangkau, pasti kualitasnya tidak terlalu tinggi.” 
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[This would be a Chinese phone. A phone with Chinese quality. Something anybody 
might use. The quality would be what you get for an affordable price, the quality would 
certainly not be that high.] 
Participant 30 
 
The slogan ‘Smart that you can trust’ was created by the researcher for use in this research. 
Twenty seven percent of the participants imagined a user friendly smartphone, and another 
17% of the participants thought the smartphone might be trustworthy. Thirteen percent of the 
participants thought it would be a high-end smartphone, and another 13% thought it would be 
a sophisticated smartphone. An additional 10% of the participants said the slogan gave them 
the impression the smartphone would be highly secure for privacy. On the other hand, 7% of 
the participants thought the smartphone would be intended for the youth demographic, and 7% 
thought it seemed unreliable. Three percent of participants had the impression of a smartphone 
with a low price and low quality. The impressions of the participants are summarised in Table 
21. 
 
 
Table 21: Participants’ impressions about a product using the slogan ‘Smart that you can 
trust’ 
 
Product impression Frequency Percentage 
User friendly smartphone 8 27% 
Reliable smartphone 5 17% 
High end smartphone 4 13% 
Sophisticated smartphone 4 13% 
Secure smartphone 3 10% 
Young person’s smartphone  2 7% 
Unreliable smartphone 2 7% 
Middle to low end smartphone 2 7% 
Total 30 100% 
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Comments of participants about their impression of the smartphone using this slogan included: 
Smartphone yang simpel dan dapat dihandalkan baik segi kualitas maupun kinerjanya.” 
[An easy phone you could rely on, in terms of both quality and performance.] 
Participant 17 
 
“Smartphone yang memiliki desain elegan seperti iPhone . . .” 
[This phone would have an elegant design, like an iPhone . . .] 
Participant 24 
 
‘Smartphone yang mengutamakan keamanan tinggi bagi pemakainya sehingga tidak 
mudah untuk dihack . . .” 
[This smartphone would put a priority on security for the user and would not be easy to 
hack into.] 
Participant 14 
 
“Smartphone yang cocok untuk anak muda karena smartphone ini memiliki kinerja 
yang mendukung aktivitas anak muda yang dinamis . . .” 
[This smartphone would be good for young people because its performance would fit 
with all the things young people do . . .] 
Participant 20 
 
“Kesan produknya menipu karena menawarkan kualitas tidak sesuai dengan slogan…”  
[This gives the impression they’re lying because the quality they’re offereing doesn’t 
live up to the slogan.] 
Participant 30 
 
Participant comments suggesting this slogan would be for a low end smartphone included: 
“Smartphone yang identik dengan merek buatan Cina dengan kualitas diragukan atau 
kurang dipercaya.” 
[This smartphone would be like those ones made in China where you don’t know what 
the quality is and they are not reliable.] 
Participant 9 
 
Overall, the slogan ‘Do big with mini, maksimal serunya mini harganya [Do big with mini, 
maximal fun at as mini cost], which was written for the Indonesian market, gave participants 
the impression that the smartphone would have a small size with excellent technology. The 
slogan ‘Sign of the design with you in mind’ made the participants think of an elegant 
smartphone, while the slogan ‘It doesn’t take a genius’ gave them the impression of an easily 
used smartphone with sophisticated applications. The slogan ‘Dirancang dengan indah untuk 
anda’ [Beautifully designed for you] made the participants think of a smartphone intended for 
women because the design would be beautiful and elegant. On the other hand, the slogan 
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‘Flashing light, serunya bersmartphone lebih maksimal [Flashing lights, maximum fun using 
a smartphone], which was written by the researcher, gave the impression of a smartphone that 
has an excellent camera. Finally, the slogan ‘Smartphone yang membuat pengalaman 
bersmartphone lebih semarak’ [Design that makes the smartphone experience more cheerful] 
was associated with a smartphone for young people or teenagers, while the slogan ‘Smart that 
you can trust’ seemed to suggest a smartphone that was easy to use and reliable. These findings 
will be discussed in detail in Chapter 5. 
 
4.4 Consumers’ intention to purchase the advertised smartphone 
The willingness of a customer to buy a product or a service is referred to as purchase intention. 
Purchase intention is dependent on a number of external and internal factors that can relate to 
the general environment, consumers’ personal situation and also their views, perceptions and 
experiences of products and services. Purchase intention is an important concept in marketing 
because it can potentially be influenced by advertising. An important aim of brand strategy is 
to positively affect purchase intention, and, in this, an appropriate slogan for a product’s 
advertising campisgn is especially significant. 
  
It is not surprising, then, that the language of advertising slogans is a concern in influencing 
consumer purchase intention. In Indonesia, as is the case in many other world markets, a choice 
of languages is available, and advertisers often rely on the appeal and status of English. 
However, the choice of wording in Indonesian is also important as consumers may gain a 
variety of impressions from the way slogans are expressed. 
 
The slogan ‘Do big with mini, maksimal serunya, mini harganya’ [Do big with mini, maximum 
fun at a mini cost] is part of an established advertising campaign for one smartphone brand in 
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Indonesia. Thirty three percent of the participants felt this slogan made them interested and 
hence created purchase intention for the advertised product. Another 44% of the participants 
thought the slogan woud not interest them and would not create intention to purchase the 
advertised item.  Twenty three percent of the participants found the slogan reasonably 
interesting and felt it would create intention to purchase the product. Table 22 summarises the 
participants’ intention to purchase the smartphone advertised with the slogan ‘Do big with 
mini, maksimal serunya, and mini harganya’ [Do big with mini, maximum fun at a mini cost]. 
 
Table 22: Participants’ intention to purchase the smartphone advertised with slogan ‘Do 
big with mini, maksimal serunya, and mini harganya’ [Do big with mini, maximum fun 
at as mini cost]  
 
Purchase Intention Frequency Percentage 
Interested 10 33% 
Not interested 13 44% 
Somewhat interested 7 23% 
Total 30 100% 
 
One participant noted that this slogan created interest because of the price implication: 
” Oke juga. Mungkin ada pertimbangan yang lain dari segi harga, dari segi produk, atau 
mungkin dari segi harga? Ya, dari segi harga ini paling masuk.” 
[This is OK. You might consider other factors besides price, like the product itself, or 
maybe it would be the price? Yes, the cost factor is most relevant.] 
Participant 9 
 
Another participant, who was interested, commented on the price as well as other features: 
“Iya tertarik…dia kan ngasih manfaatnya banyak tapi dengan harga yang mini dan 
terjangkau. Kalau dari awal lihat slogan ini…harga dan fiturnya banyak jadi maksimal 
serunya.” 
[I am interested . . . because the phone has more features but with a low and affordable 
price. At first, seeing this the slogan . . . it’s the price and a lot of features make for 
maximum fun.] 
Participant 11 
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Other interested participants also focused on the price: 
“Tertarik, karena hal tadi tersebut, kita bisa dapat melakukan hal yang besar itu dengan 
harga terjangkau.” 
[I am interested because of what we talked about before, you can do big things at an 
affordable price.] 
Participant 21 
 
“Kalau saya sendiri sih tertarik, soalnya bisa memanfaatkan banyak fitur dan harganya 
pun terjangkau. Di mana manfaatnya sudah mencukupi apa yang kita butuhkan…” 
[As for me, I am interested, the thing is, you can take advantage of a lot of features and 
the price would be reasonable. The advantages would satisfy your need . . .] 
Participant 22 
 
Other participants expressed curiosity about a product using this slogan: 
“Kalau langsung tertarik membeli, enggak ya. Tapi tertarik untuk ingin tahu lebih. 
Misalnya, berapa sih harganya? Habis itu, apa sih spesifikasinya? Kemudian, 
dibandingin sama handphone sejenis yang harganya sama, speknya sama atau enggak; 
atau, [dibandingin] dengan handphone yang speknya sama, harganya gimana? 
Perbandingannya bisa dari dua itu kan. Kalau misalkan ternyata cocok, kenapa tidak? 
Bisa dibeli.” 
[If we’re saying I would immediately buy it, then no. But I am curious to know more. 
For example, how much does it cost? Then what are the specifications? Then, how does 
it compare to other smartphones of a similar type, are the specs the same or not? Or 
compared to a smartphone with the same specs, how is the price? The compatrison is 
on those two things. If it turned out to be right, then why not? I buy it.]] 
Participant 4 
 
“Untuk ketertarikan sih tertarik, tapi balik lihat bentuknya… besarnya seberapa inci 
dulu. Kalau memang terlalu kecil juga enggak ini juga sih…Mencari tahu seberapa 
besar sih incinya? Mininya-semini apa sih…Kalau ternyata sesuai dengan kebutuhan, 
bisa saja membeli. Kalau tidak ya mungkin sekadar tertarik.” 
[As for interest, I am interested, but I’d have to see it . . . how many inches is it? If it 
was too small, then no . . . I would have to find out how big it was in inches. When they 
say ‘mini’, how ‘mini’ is that . . . If it turned out to meet my needs, I’d buy it. If not, 
well, I would just look for curiosity’s sake.] 
Participant 18 
 
Other participants did not report purchase intention. Their comments included: 
“Enggak sih. Enggak tertarik, karena saya juga bukan orang yang terlalu mengerti 
handphone. Yang penting bisa buat game aja sih.  
[Not really. I’m not interested because I am not a person who knows that much about 
phones. What’s important is that you can use them for games.] 
Participant 2 
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“Enggak tertarik, ya karena itu, karena enggak apa namanya, ini kayak laki-laki itu 
enggak jentelmen memberikan isyarat juga terlalu banci. Slogan enggak secara 
eksplisit. Okelah ada quotation misalkan ada kata-kata marketing di dalamnya, tapi 
biasanya kata-kata marketing itu juga harus secara lugas.” 
[I’m not interested, for that reason, because it’s not, what do you call it, this is like a 
man who is not a gentleman gives you signals that are too effeminate. The slogan is not 
explicit. OK, there is a ‘quotation’, like those marketing terms, but usually marketing 
terms have to be to the point as well.] 
Participant 13 
 
“Tidak tertarik dengan alasan tidak cocok dengan kalau bahasa kitanya user experience. 
Orang ini mungkin sudah terbiasa dengan handphone yang lebih gede, sehingga merasa 
tidak nyaman dengan smartphone kecil” 
[I’m not interested because it doesn’t fit what you might call the ‘user experience’. If 
you were used to a larger phone, you might not feel comfortable with a smaller 
smartphone.] 
Participant 23 
 
Other participants expressed some interest but were unsure about a product advertised with this 
slogan: 
“Tertarik iya, cuma untuk membeli saya harus melihat produk. Saya harus melihat fitur-
fitur yang ada di dalam smartphone ini.” 
[I am interested, but to buy it, I would have to see the product. I would have to see the 
features the smartphone had.] 
Participant 1 
 
“Kalau saya sih lebih prefer mereknya ya. Maaf, kalau brand-nya agak kurang terkenal, 
belum tahu kualitasnya seperti apa, even itu murah dan feature-nya bagus banget, saya 
tidak tertarik untuk membeli karena belum tentu tertarik.” 
[In my case, I prefer certain brands. Sorry but if the brand is not wellknown, you just 
don’t know what the quality is like, even if it is cheap dan has great features, I wouldn’t 
really be interested in buying it because I wouldn’t necessarily be interested.] 
Participant 6 
 
“Mungkin bisa jadi (tertarik). Alasannya, kalau saya untuk membeli smartphone 
biasanya melakukan survei terlebih dahulu dengan kemampuan dan harga. Tertarik 
melihat slogannya untuk mencari tahu.Kalau misalnya setelah dicari tahu informasinya, 
kalau ternyata memang cocok.. baru dibeli.” 
[I might become interested. The reason is, if I buy a smartphone, I usually survey the 
market first to see the features and prices. I might be curious to find out more based on 
a slogan. If, after I got more information, it turned out to meet my needs . . . then I’d 
buy it.] 
Participant 28 
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The slogan ‘The sign of design with you in mind’ is an established slogan used in smartphone 
ads in Indonesia. Thirty three percent of the participants thought the slogan was interesting and 
would influence their intention to purchase the advertised product.  However, 53% of the 
participants said the slogan did not interest them and would not affect their intention to 
purchase the smartphone. In addition, 14% of the participants found the slogan somewhat 
interesting in the context of their interest in purchasing the advertised product. The participants’ 
purchase intentions are summarised in Table 23. 
 
Table 23: Participants’ intention to purchase the smartphone advertised with the slogan 
‘The sign of design with you in mind’ 
 
Purchase Intention Frequency Percentage 
Interested 10 33% 
Not interested 16 53% 
Somewhat interested 4 14% 
Total 30 100% 
 
The participants who were interested in purchasing the product expressed their views as 
follows: 
 
“Iya, tertarik karena membayangkan smartphone yang punya ciri khas tadi, itu kan tidak 
pasaran, elegan, itu saja.” 
[Yes, I am interested because I picture a smartphone with the qualities we discussed 
before, one that is like other things on the market, elegant, and such.] 
Participant 11 
 
 
“Tertarik. Karena selama ini saya kalau memilih smartphone, selain saya melihat 
kecanggihannya, pasti saya juga melihat bentuknya itu seperti apa ya. Sangat 
mempengaruhi bentuk. Bentuk warna…Jadi kalau lihat dari slogannya, tertarik untuk 
mencari tahu.” 
[I am interested. Because in the past, when I have chosen a smartphone, in addition to 
looking at the technology, I have always looked at the appearance. I am very influenced 
by the appearance. The shape, the colour . . .So looking at the slogan, I would be curious 
to find out more.] 
Participant 18 
 
“Saya cukup tertarik dengan smartphone yang menggunakan slogan ini. Alasannya 
sih… kalau menggunakan smartphone tersebut, semua orang sudah tahu kalau kita 
pakai merek dari smartphone tersebut. Iya, semacam itu. Timbulnya kepercayaan diri 
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dengan memakai produk yang telah diketahui oleh semua orang. Produk terkenal 
lah…” 
[I am quite interested in the smartphone that uses this slogan. The reason is . . . if you’re 
using the smartphone, everyone will know you’re using that brand. Something like that. 
You would be confident using a product where the brand is wellknown. A famous brand 
. . .] 
Participant 22 
 
“Tertarik.Karena dia disini, dia tidak mengungkapkan… jadi gini, dia hanya berucap, 
bahwasannya ini ada karena kamu gitu. Apa yang kamu inginkan, apa yang kamu 
pikirkan, ada di sini gitu. Berarti di situ, boleh dia katakan penerapan teknologi-
teknologinya juga di atas ya. Karena dengan teknologi ini, bisa mewakili untuk satu 
juta ini  produk ini dianggap bisa mewakili keinginan konsumen.” 
[I’d be interested. Because here, they don’t say . . . you know, they just say that this is 
here for you. What you want, what you think, it’s here. This means, they are saying the 
application of technology is above average. Because with this technology, it represents 
a million people who bought it, it represents what the consumers want.] 
Participant 27 
 
Other participants felt this slogan was uninteresting and would not influence their purchase 
intention: 
 
“Tidak tertarik dengan alasan tidak paham dengan maksud si slogan ini.” 
[I am not interested because I don’t understand the meaning of tis slogan.] 
Participant 5 
 
”Agak kurang (tertarik) ya…karena ininya kayaknya dengan kata slogan ini agak ribet 
kepanjangan.” 
[I am not really interested . . . because it’s like this slogan is annoyingly long.] 
Participant 9 
 
 
“Biasa aja sih. Enggak terlalu tertarik. Maksudnya, pesannya juga enggak terlalu 
nyampe. Jadi, bingung juga. Iya, jadi bingung juga nih produknya kayak apa sih.” 
[It’s just an ordinary slogan. It’s not that interesting. What I mean is, it doesn’t really 
make the point. So, you’re just confused. Yeah, it’s confusing because what is the 
product like?] 
Participant 14 
 
“Enggak tertarik. Kalau hanya melihat iklannya aja… gini, saya biasanya itu kalau suka 
sesuatu iklan, itu yang simpel gitu, kayak sampel yang pertama, itu buat aku lebih pas. 
Enggak lugas aja…bingung untuk mendefinisikan produknya apa.” 
[I am not interested. If I only saw the ad . . .usually if I like an ad, it would be a simple 
one, like your first example, to me that’s better. It just is not clear . . . I’m confused 
about what the product is.] 
Participant 15 
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“Kalau dari slogan tidak (tertarik). Karena enggak jelas slogannya. Seandainya cuma 
slogan doang. Cuma ada smartphone mereknya, tipenya dan dimasukkan dengan slogan 
ini . . . saya enggak menangkap.” 
[If it’s only from the slogan, I am not interested. Because the slogan is not clear. It’s as 
if it’s just a slogan. If they had the smartphone brand and type in this . . . I don’t get it.] 
Participant 29 
 
Several participants were not interested in the smartphone from the slogan alone but were 
curious to know more: 
“Belum (tertarik) sih. Karena kalau memang dia bilang the sign of design, jadi masih 
perlu ada keterangan spesifikasi, iya. Tapi lebih ke gambar sih. Mungkin kalau dia 
berwarna atau kalau punya bentuk yang lebih unik, itu mungkin akan membuat lebih 
menarik.” 
[I am not interested yet. Because if they say ‘the sign of design’, they still need to give 
you the specifications. But you need a picture. Maybe if they had a color or a unique 
shape, that might make me more interested in it.] 
Participant 3 
 
“Saya sih tergantung ininya sebetulnya. Memang bentuknya dilihat juga, tapi 
tergantung keperluan saja. Kalau memang feature-nya tidak terlalu saya perlukan, ya 
enggak lah ya…tidak terpengaruh oleh slogan” 
[Actually I have my own consideration. I need to see the phone first but to be kept in 
mind in making decision what I need from a phone…not influenced by slogan.] 
Participant 8 
 
“Saya tergantung juga sih. Harus melihat dulu barangnya, tetapi tergantung kebutuhan. 
Jika memiliki fitur-fitur yang tidak dibutuhkan maka tidak tertarik…saya tidak 
terpengaruh pada slogan” 
“To me, it depends on this actually. You do have to look at the appearance, but it 
depends on what you need. If it has features I don’t need, then no . . . I wouldn’t be 
influenced by the slogan.] 
Participant 25 
 
The slogan ‘It doesn’t take a genius’ is also an established slogan used in smartphone ads in 
Indonesia. Fifty three percent of the participants thought the slogan aroused their interest and 
might influence their purchase decision. On the other hand, 37% of the participants thought the 
slogan was not interesting enough to make them purchase the advertised smartphone. Ten 
percent of the participants felt somewhat interested in the slogan slogan which might make 
them buy the item. These views are summarised in Table 24. 
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Table 24: Participants’ intentions to purchase the smartphone advertised with the slogan 
‘It doesn’t take a genius’ 
 
Purchase Intention Frequency Percentage 
Interested 16 53% 
Not interested  11 37% 
Somewhat interested  3 10% 
Total 30 100% 
 
A number of participants felt this slogan would influence them to purchase the advertised 
product: 
 
“Tertarik. Karena pertama, kemungkinan besar ini smartphone-nya ya. Mungkin yang 
paling canggih. Terus saya harus terus terang juga, saya tidak begitu jenius gitu ya. Ya, 
tidak begitu jenius juga bisa lah, menggunakan ini. “ 
[I am interested. Because first, this is most likely a smartphone. Maybe one of the most 
advanced. Of course, I have to be honest, I am not a geius. But people who are not 
geniuses can use this.] 
Participant 7 
 
“Iya (tertarik) karena membayangkan gampang dipelajari aplikasinya, tidak terlalu sulit 
ya produknya.” 
[Yes, I am interested because I imagine it would be easy to learn the applications, it 
would not be a difficult product to use.] 
Participant 11 
 
“Iya (tertarik). Kalau saya kan tipikalnya, intinya bisa dipakai, saya butuhnya ini, udah. 
Cocok dengan karakter.” 
[Yes, I am interested. If I am typical, the thing is, you can use it, do I need it, that’s it. 
It has to fit my personality.] 
Participant 24 
 
“Tertarik. Karena sudah tertarik dulu dengan “genius” ini. Berarti bisa jadi 
smartphonenya, bisa jadi kita akan jadi seorang yang bisa mengikuti perkembangan 
smartphone dengan teknologi yang terbaru.” 
[I am interested. Because I am already attracted to the word ‘genius.’ It means, with 
this smartphone, you could be the kind of person who keeps up with all the 
developments in smartphones with the latest technology.] 
Participant 26 
 
Other participants did not feel any purchase intention and were not interested in the product 
because they felt it did not fit their needs: 
“Tidak tertarik. Ini mungkin peruntukkannya...untuk orang-orang sepuh yang mungkin 
gak perlu untuk mengetahui fitur-fitur yang penting fungsinya untuk telponan dan 
SMS-an.” 
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[I am not interested. This is maybe intended for . . . older people who probably don’t 
need to know all the features, what’s important is the telephone function and text 
messaging.] 
Participant 13 
 
“Enggak (tertarik). Karena biasanya kita kan… terbawa dengan slogan-slogan yang 
bagus, kalau kata-kata ini kan seperti kurang meyakinkan dengan smartphonenya.” 
[I am not interested. Because usually, you get . . . carried away with great slogans, but 
this seems not very convincing about the smartphone.] 
Participant 25 
 
“Enggak (tertarik). Karena ini, yang tadi saya bilang. Jadi, sebenarnya untuk pemula. 
Kalau misalnya saya harus downgrade ke pemula lagi, berarti kita nostalgia dong. “Oh, 
begini nih kecepatan.”Di sini kan ada kata “take genius”, berarti dia belum jenius. Baru 
dia “take” aja.Sementara kita udah jenius, kita udah pintar pakai smartphone?” 
[I’m not interested. Because, like I said before, this is for a beginner. If, for example, I 
had to downgrade back to the beginning, that would be nostalgic. “Oh, the speed is only 
so fast.” Here the words ‘take a genius’ mean it’s not yet at genius level. It’s only 
‘taking’. Meanwhile, I am already at genius level, I know how to use a smartphone.] 
Participant 27 
 
Other participants had no intention to purchase this item based on the slogan: 
 
“Enggak (tertarik). Karena tidak mengerti.Jadi tidak mau tahu, tidak tertarik mencari 
tahu tentang produk.” 
[I’m not interested. Because I don’t understand this. I am not curious about it, I am not 
interested in learning about the product.] 
Participant 17 
 
“Enggak (tertarik). Aneh sama slogannya. Anehnya, ya tidak jenius. Pasti kita kan 
pengen carinya, kayak sekarang banyak smartphone mengeluarkan slogan-slogan yang 
kelebihan-kelebihannya. Iya. Dari dengar slogannya aja udah enggak tertarik. Udah lah, 
enggak mau cari tahu tentang smartphone ini.” 
[I’m not interested. I feel strange about the slogan. The strange thing is, ‘not a genius’. 
You certainly want to find out like when a lot of smartphones now use slogans that are 
exaggerated. Yes, hearing the slogan, I’m already not interested. That’s it, I wouldn’t 
want to find out more about this smartphone.] 
Participant 18 
 
A few participants felt the slogan might affect their purchase intention: 
 
“Tertarik, mungkin tertarik. Tapi ya kembali ke tadi, dilihat kebutuhan saja, kalau 
memang smartphone lamanya masih memenuhi kebutuhan kita, ya udah.” 
[I might be interested. But retrurning to what I said before, I would have to think about 
my needs, if my old smartphone was still meeting my needs, I would not be interested.] 
Participant 8 
 
“Kurang (tertarik) ya. Kayaknya agak ribet gitu. Jadi membayangkan produk ini adalah 
produk yang rumit pemakaiannya.” 
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[I ma not too interested. It’s like its kind of irritating. So, when I think about the product, 
I imagine it might be hard to use.] 
Participant 9 
 
The slogan ‘Dirancang dengan indah untuk anda’ [Beautifully designed for you] has also been 
used in smartphone ads in Indonesia.  Forty seven percent of the participants felt the slogan 
generate an interest that would influence their intention to purchase the smartphone being 
advertised. Another 43% of the participants felt that this slogan did not increase their level of 
interest and would not influence their intention to buy the smartphone. Meanwhile 10% of the 
participants felt the slogan was somewhat interesting and might influence their intention to 
purchase the smartphone. Participants’ responses to this slogan are summarised in Table 25. 
 
Table 25: Participants’ intention to purchase a smartphone using the slogan ‘Dirancang 
dengan indah untuk anda’ [Beautifully designed for you] 
 
Purchase Intention Frequency Percentage 
Interested 14 47% 
Not interested  13 43% 
Somewhat interested  3 10% 
Total  30 100% 
 
Several participants felt this slogan was interesting and would affect their purchase intention.  
They said: 
“Kalau bentuknya bagus, terus harga murah… Mungkin bentuknya bagus, dipakainya 
mungkin cepat, dan baterainya tahan, ya pasti mau. Iya, pasti. Bentuknya beda..” 
[If the phone has a nice appearance and then the price is low . . . Maybe if the appearance 
is good, it’s fast when you use it, and the battery lasts, then I would certainly want it. It 
has a different appearance.]  
Participant 10 
 
“Kalau ini tertarik.Dengan alasan, akan mengakui mungkin dari segi informasi dan 
segala macem yang aku butuhkan, aku sendiri banyak tidak tahu. Mungkin dengan 
handphone ini, aku akan lebih banyak tahu, gitu aja.” 
[I am interested in this one. Because I have to admit, in terms of information maybe 
and the things I need, I don’t know that much. Maybe with this smartphone, I’ll be able 
to learn more.] 
Participant 16 
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“Tertarik. Karena slogannya telah menjelaskan smartphone-nya. Bayangannya adalah 
smartphone seperti tipe-tipe smartphone keluaran Sony ya…” 
[I am interested. Because the slogan explains what the smartphone is. I think of the type 
of smartphones made by Sony. . .] 
Participant 30 
 
Other participants felt the slogan was interesting but would not necessarily influence their 
purchase intention. 
“Tertarik.tapi lihat dulu, kayak apa sih smartphonenya…Iya, tapi belum tentu langsung 
membeli, lihat-lihat dulu. Ternyata cocok seperti dibayangkan, mungkin saja bisa 
membeli.” 
[I am interested but I’d have to see the smartphone first . . . I wouldn’t just buy it, I’d 
take a look first. If it was what I imagined, I might just buy it.] 
Participant 19 
 
“Kalau untuk cari tahu sih, mungkin saya akan mencari tahu. Tapi kalau untuk prioritas 
utama, mungkin tidak. Kalau saya sih, untuk tampilan, saya kurang tertarik. Karena 
yang saya prioritaskan adalah keunggulan pada bagian isi produk tersebut, bukan dari 
tampilan.” 
[If we’r talking about finding out more, I might want to know more about it. But as a 
first priority, maybe not. In my case, I am not that interested in appearance. Because I 
prioritise outstanding function, not the look of the product.] 
Participant 22 
 
Several participants were not interested in this product for various reasons. Their comments 
included: 
“Tidak (tertarik). Ya, karena itu tadi. Mungkin handphone ini ditujukan untuk para 
wanita.” 
[I am not interested. Like I said before, this phone is probably intended for women.] 
Participant 1 
 
“Enggak tertarik. Karena bagi saya, kalau misalnya beli smartphone, tidak cuman 
bentuknya, tapi lebih bisa digunakan untuk apa aja. Dan mereknya juga, dan harganya 
juga.” 
[I’m not interested. To me, if you buy a smartphone, it isn’t just the appearance but 
what you can use it for. And the brand, too, and the price as well.] 
Participant 3 
 
“Kalau saya sih kurang tertarik. Saya enggak melihat dari sisi desainnya, tapi dari fitur 
yang ada di smartphone tersebut. Jadi, tidak lihat tampilan…” 
[I’m not that interested. I don’t look at phones from the point of view of design; it’s the 
features of the smartphone. So, I don’t look at the appearance . . .] 
Participant 21 
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“Enggak.Karena untuk yang biasa aja sebenarnya sih cukup. Jadi kalau dia bilang, 
screen-nya mungkin di-improve lebih bagus, ya tidak tertarik aja. Mau di-improve 
kayak apa juga kayaknya gak terlalu signifikan.” 
[No. Because and ordinary one is enough. So, if they’re saying, the screen has been 
improved to make it better, I wouldn’t be interested. It seems the improvements are not 
that significant.] 
Participant 23 
 
A few participants felt the slogan was not interesting enough to affect their purchase intention: 
“Enggak. Karena, saya akan mencari speknya ya, fiturnya. Bukan pada keindahannya. 
Kurang tertarik, karena tentu saya menomorsatukan fungsinya. Jadi keindahan, 
estetika, itu nomor dua. “ 
[No. I would look at the specs, the features. Not how beautiful it is. I’m not that 
interested because I would certinaly prioritse function. So the appearance, aesthetics, 
would be number two.] 
Participant 7 
 
“Kalau saya sih, untuk tampilan, saya kurang tertarik. Karena yang saya prioritaskan 
adalah keunggulan pada bagian isi produk tersebut, bukan dari tampilan. Kalau untuk 
cari tahu sih, mungkin saya akan mencari tahu. Tapi kalau untuk prioritas utama, 
mungkin tidak.” 
[In my case, I am not that interested in appearance. I give priority to the internal aspects 
of the product, not the look. If it were questions of finding out more, I might do that. 
But as first choice, maybe not.] 
Participant 22 
 
The slogan ‘Flashing Light, serunya bersmartphone lebih maksimal [Flashing lights, maximum 
fun using a smartphone] was created by the researcher as an example of a mixed language 
slogan that would be unfamiliar to the study participants. Twenty seven percent of the 
participants liked this slogan and felt it would interest them enough to influence their purchase 
intention. However, 67% of the participants felt they would not buy the smartphone because 
the slogan did not interest them. Six percent of the participants thought the slogan was 
somewhat interesting and might influence their intention to purchase the smartphone. The 
responses of the participants are summarised in Table 26. 
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Table 26: Participants’ intention to purchase the smartphone using the slogan ‘Flashing 
Light, serunya ber-smartphone lebih maksimal [Flashing lights, maximum fun using a 
smartphone] 
 
Purchase Intention Frequency Percentage 
Interested 8 27% 
Not interested 20 67% 
Somewhat interested 2 6% 
Total  30 100% 
 
A number of participants commented on their purchase intention: 
“Ada ketertarikan. Maksud saya gini, saya itu kan suka bekerja outdoor ya.  Jadi suatu 
saat ada objek yang harus saya foto dan itu membutuhkan piksel yang lebih besar. 
Daripada saya membawa kamera pocket, atau mesti kamera yang ber-zoom-zoom itu, 
itu kan lebih repot. Jadi lebih simpel kalau memang ada yang seperti ini.” 
[I have some interest in this. What I mean is, I often work outsdoors. So from time to 
time, I have to take a picture of something and need more pixels. Instead of carrying a 
pocket-sized camera or what would have to be camera that can zoom in, that is more 
inconvenient. So it would be easier if there were something like this.] 
Participant 6 
 
“Tertarik. Ini flashing light saya mikirnya juga awalnya kamera kan. Kayak bersinar 
lebih terang gitu. Cuma kalau dibaliknya, “seru ber-smartphone lebih maksimal” masa 
kita smartphone hanya buat foto-foto doang, enggak kan? Jadi mungkin smartphone ini 
kita menggunakannya untuk ber-sosmed, komunikasi, kejernihan suaranya, tampilan 
kacanya, layarnya bening.. hal-hal seperti itu buat saya menarik untuk 
menggunakannya.” 
[I am interested. These flashing lights make me think of a camera. Like it shines more 
brightly. But if after that, they say ‘fun using a smartphone more maximally’, you don’t 
want a pohone that only takes pictures, do you? So maybe this phone can be used for 
social media, communication, the sound is clear, the appearance of the glass, the screen 
is clear . . .  things like this would make me want to use it.] 
Participant 13 
 
“Tertarik. Karena itu kebutuhan orang sih. Karena kan itu meminimalisir risiko 
terhadap pengguna juga. Jadi artinya, kalau terlalu ini… kayaknya buat mata juga enak 
gitu ya. Jadi bisa mewakili kebutuhan.” 
[I am interested. Because this is something people need. It minimizes the risk to the 
user. So, what I mean is, if it’s too . . . like if it isn’t comfortable on your eyes. So, this 
can meet a need.] 
Participant 24 
 
Other participants did not feel this slogan would influence their purchase intention: 
“Tidak (tertarik). Karena fitur yang diandalkan hanya “flashlight”. Ya, mungkin dia 
fitur produknya standar, seperti smartphone lainnya, cuma yang lebih diunggulkan 
“flashing light” ini saja.Senter dan mungkin ada perubahan warna dari senter itu 
sendiri.” 
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[I am not interested. Because the feature they are relying on is just a flashlight. Maybe 
the features of the product are standard, like other smartphones, but they are only 
promoting the flashlight. The flashlight and maybe the light changes color.] 
Participant 1 
 
“Absolutely not. Dia kan berarti hanya mengunggulkan senternya saja, which is itu 
sebenarnya itu kita tidak perlu beli handphone untuk mendapatkan itu.” 
[Absolutely not. This means they are only promoting the flashlight, which is actually 
not the something you need to buy a smartphone for.] 
Participant 3 
 
“Tidak tertarik. Dengan alasannya karenaflashing light itu fitur yang gak aku butuhin 
sama sekali. Enggak sesuai kebutuhan.” 
[I’m not interested. Because those flashing lights are not a feature I need at all. This 
wouldn’t meet my needs.] 
Participant 4 
 
“Belum tertarik karena dalam pengertian smartphone sendiri. Semua handphone 
smartphone termasuk bisa menggunakan semua aplikasi senter. Enggak istimewa.” 
[It hasn’t made me interested because of what I understand about the smartphone. All 
phones have a flashlight application. It isn’t special.] 
Participant 29 
 
Several participants were unsure about the slogan and thought it would negatively affect their 
purchase intention: 
 
“Tidak (tertarik). Alasannya, karena membingungkan saya dan tidak tertarik melihat 
slogannya.” 
[I’m not interested. The reason is that this is confusing and the slogan doesn’t interest 
me.] 
Participant 5 
 
“Enggak sih. Kayaknya lebih tertarik kalau "flashing light"-nya dihilangin, diganti kata 
yang lain.Ya, ada bagian "flashing light"-nya itu membuat bingung sih. Jadi bingung.” 
[I don’t think so. It’s like I would be more interested if they got rid of the ‘flashing 
lights’ and replaced it with something else. That part about ‘flashing lights’ makes me 
confused. I’m confused by it.] 
Participant 14 
 
“Tidak (tertarik) karena bingung juga. Ini apanya? Karena dengan begini, mungkin 
orang mikirnya, light-nya itu orang berasumsi lampunya aja, pencahayaannya aja. Jadi 
gak ada yang spesifik.” 
[I am not interested because I’m confused. What is this? With this, you might think, 
with the light, you would assume it’s just a light, just the illumination. So, there isn’t 
anything specific.] 
Participant 16 
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A few participants felt slogan was interesting but would not influence their purchase intention. 
One said: 
“Mungkin saja bisa tertarik. Paling tidak ingin tahu ada apa dibalik ininya. Pasti cari 
tahu lah. Iya. walaupun belum tentu membeli, tapi ya itu, kembali ada rasa 
penasarannya itu kan.” 
[I might be interested. At least, I might want to know what was behind this. I would 
certainly find out. Even though I wouldn’t necessarily buy this, but yeah, I would feel 
curious.] 
Participant 8 
 
The slogan ‘Desain yang membuat pengalaman ber-smartphone lebih semarak [Design that 
makes the smartphone experience more cheerful] was also created by the researcher for use in 
this study. Twenty percent of the participants felt the slogan was interesting enough to impact 
their intention to buy the smartphone being advertised. On the other hand, 67% of the 
participants thought the slogan was not interesting and would not influence their purchase 
intention. An additional 13% of the participants said the slogan was interesting but would not 
influence their purchase decision. Participant responses are summarised in Table 27.  
 
Table 27: Participants’ intention to purchase the smartphone using the slogan ‘Desain 
yang membuat pengalaman ber-smartphone lebih semarak [Design that makes the 
smartphone experience more cheerful] 
 
Purchase Intention Frequency Percentage 
Interested  6 20% 
 Not interested  20 67% 
 Somewhat interested  4 13% 
Total  30 100% 
 
A number of participants were interested in the slogan and felt it would influence their purchase 
intention: 
“Ya tertarik, mungkin ada hal yang harus dicoba gitu, Mbak. Karena mungkin dia 
menawarkan sesuatu yang baru, "apakah itu" gitu kan? Apa yang bikin…yang lain. 
Kalau saya sih lebih ke kamera ya, Mbak. Kameranya yang bagus…dengan 
resolusinya. Kalau menurut saya, harganya reasonable (masuk akal). Iya, terus 
aplikasi-aplikasinya.” 
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[I’m interested, maybe there is something that I should try. Maybe they are offereing 
something new, and I’m like ‘what is it?’ Have they made . . . something different? I 
am more inclined toward the camera. A good camera . . . the resolution. In my opinion, 
if the price was reasonable and then the applications.] 
Participant 12 
 
“Cukup tertarik. Karena dia pasaran...Gampang didapat, seandainya handphone saya 
mati pasti charger-nya juga gampang didapat. Sama waktu jaman Nokia lagi jaya-
jayanya. Mungkin seperti itu, mudah didapatkan.” 
[I am quite interested. Because this seems competitive . . . It’s easy to find, if my phone 
dies, the charger is definitely easy to get. It was the same as when Nokia was the top 
brand. Maybe this is like that, easy to find.] 
Participant 17 
 
“Tertarik.Dengan alasan, berarti mungkin dia mengeluarkan kecanggihannya, 
walaupun kecanggihan pasti ada perbedaannya… tapi dia pasti mengeluarkan… 
misalkan kita milih handphone yang paling canggih… tapi apa sih ya… ya tertarik aja, 
jadi bisa memiliki atau mencoba di awalnya, kita bisa mencoba handphone-handphone 
yang murahnya, bisa tahu apa sih kecanggihannya… Kalau emang kita tertarik, kita 
bisa beli yang lebih mahalnya lagi.” 
[I am interested because they might have good technology, even though the technology 
would certainly be different . . . but they are surely offering . . . for example, if you have 
the higest tech phone . . . but well . . . I’m just interested, so I could own or try this at 
first, you can try these cheaper phones and learn what technology they have . . . If you 
like them, you can then buy something more expensive.] 
Participant 18 
 
 
Several participants did not feel the slogan would affect their purchase decision.  
They said: 
“Kayaknya gak (tertarik) juga ya. Karena membeli produk itu, spesifikasi produknya 
sesuai dengan kebutuhan.” 
[I am not really interested. Because if I am buying a product, its specifications have to 
meet my needs.] 
Participant 2 
 
“Belum tentu tertarik. Alasannya, belum tentu saya suka desainnya. Walaupun 
sebenarnya itu lebih simpel dan membantu. Tapi ya itu, kembali lagi, sesuai kebutuhan 
dan brand.” 
[I’m not really interested. The reason is, I may not like the design. Even if the phone is 
simple to use and can help me. But yeah, like I said, it would have to meet my needs 
and also the brand is important.] 
Participant 6 
 
“Kayaknya enggak (tertarik) juga ya. Saya tidak begitu, hobi pada musik atau film yah. 
Tapi kalau hobi-hobi game, film, musik, atau video, mungkin akan tertarik pada ini ya. 
Tapi, saya enggak begitu.. engak mengeluarkan uang banyak, untuk hobi musik atau 
video.. tidak sesuai dengan kebutuhan.” 
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[I am not really interested. I am not that interested in music and movies. But someone 
whose hobby was games, film, music or videos might be interested in this. But I’m not 
realy . . . I don’t spend a lot of money on hobbies like music or videos . . . this would 
not meet my needs.] 
Participant 7 
 
“Enggak tertarik karena kayaknya produk itu gak cocok. Biasanya nih, kalau yang 
kayak gini, gini, kata-kata yang panjang dan yang semarak, itu kesannya cheap. Kalau 
buat aku, kesannya murahan.” 
[I’m not interested because it seems like this is not a product for me. Usually, phones 
like this, like this one, the slogan is long and that term ‘cheerful’, it seems cheap. To 
me, the impression is it’s cheap.] 
Participant 15 
 
Other participants disliked the slogan which made them less interested in the smartphone being 
advertised: 
 
“Tidak (tertarik) membeli. Awalnya kurang ini sama slogannya sih ya. Iya, iya. 
Pokoknya saya tidak tertarik karena ibaratnya saya juga enggak pengen, karena hampir 
sama dengan kebanyakan sebenarnya.” 
[I am not interested in buying this. At first, I didn’t take to the slogan. Yeah, yeah. It’s 
like I am not interested because it’s like I don’t want it because it’s almost the same as 
most other products actually.] 
Participant 11 
 
A few participants were interested in the slogan but were unsure about their purchase intention: 
 
“Semua (slogan) tertarik, mau tahu. Mungkin dengan slogan kayak gitu, “apa sih 
handphone-nya?” Iya. Produk seperti apa nih...tapi belum tentu beli. Karena kembali 
lagi kepada kebutuhan.” 
[All the slogans interest me, I want to know more. Maybe with a slogan like that, it’s 
like “what phone is this?” Yeah. What kind of product is this . . . but I wouldn’t 
necessarily buy it. It all comes down to need.] 
Participant 10 
 
The slogan ‘Smart that you can trust’ was created by the researcher. Forty percent of the 
participants felt this slogan was interesting and would influence their purchase intention for the 
advertised smartphone, while another 40% of the participants thought the slogan was not 
interesting. Twenty percent of the participants felt the slogan was not interesting enough to 
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influence their purchase decision. The impressions of the participants are summarised in Table 
28. 
Table 28: Participants’ intention to purchase the smartphone using the slogan ‘Smart 
that you can trust’ 
 
Purchase Intention Frequency Percentage 
Interested  12 40% 
Not interested 12 40% 
Somewhat interested 6 20% 
Total 30 100% 
 
The comments of participants who were interested in the slogan included: 
“Saya tertarik dengan slogan ini untuk mencari tahu tentang detail produk jika sesuai 
dengan yang dibayangkan maka saya bisa saja memutuskan untuk membeli.” 
[I am interested in this slogan and want to learn about the product in more detail to see 
if it is what I imagine and then I would decide if I wanted to buy it.] 
Participant 1 
 
“Tertarik dengan slogan dengan alasan saya membayangkan smartphone ini memiliki 
teknologi terbaru dan tertarik untuk membelinya...” 
[I am interested in the slogan because I picture a smartphone that has the latest 
technology and I am interested in buying it . . .] 
Participant 3 
 
“Saya tertarik dengan slogan untuk melihat fitur yang dimilki smarphone tersebut jika 
sesuai dengan harganya maka tertarik untuk membeli...” 
[I am interested in the slogan and to see what features the smartphone has. If they fit 
the price, I would be interested in buying it.] 
Participant 7 
 
“Saya cukup tertarik dengan slogan ini alasannya membayangkan smartphone ini 
memiliki aplikasi yang bisa dipercaya.” 
[I am quite interested in this slogan because I imagine that this smartphone has 
applications you can trust.] 
Participant 20 
 
“Tertarik dengan alasan slogan ini menyakinkan konsumen untuk mencari tahu tentang 
kelebihan smartphone dan jika cocok maka saya bisa saja memutuskan untuk 
membeli...” 
[I am interested in this slogan because it encourages consumers to find out about the 
advantages of this smartphone and if it was right, I would just decide to buy it . . .] 
Participant 29 
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Several participants felt the slogan would discrouage them from buying the advertised product.  
They said: 
“Saya tidak tertarik dengan slogan alasannya karena smartphone ini kurang 
meyakinkan membayangkan smartphone merek buatan China dengan kualitas 
diragukan atau kurang dipercaya…” 
[I am not interested in this slogan because this smartphone is not that confidence 
inspiring. I picture a Chinese-made brand of questionable quality or that is unreliable . 
. .] 
Participant 9 
 
“Tidak tertarik dengan slogan dengan alasannya biasanya saya membeli smartphone 
yang saya percaya dengan merek yang sudah digunakan sebelumnya” 
[I am not interested in this slogan because I usually buy smartphones I trust from brands 
I have used before.] 
Participant 11 
 
“Tidak tertarik dengan slogan alasannya biasanya pertimbangan saya untuk membeli 
smartphone jika melihat barangnya langsung tidak dipengaruhi oleh iklan...” 
[I am not interested in this slogan because my considerations in buying a smartphone 
are based on seeing the item directly. I am not influenced by ads . . .] 
Participant 15 
 
“Tidak tertarik dengan slogan alasannya saya tidak jelas dengan kriteria percaya yang 
ditawarkan oleh smartphone tersebut...” 
[I am not interested in the slogan because I am not sure about the trust this smartphone 
is offering . . .] 
Participant 21 
 
“Tidak tertarik dengan slogan. Alasan membayangkan smartphone ini terlalu canggih 
sehingga tidak cocok dengan saya...” 
[I am not interested in this slogan. The reason is I imagine this smartphone is too high 
tech such that it would be right for me . . .] 
Participant 22 
 
“Saya tidak tertarik dengan slogan alasannya tidak suka dengan slogan yang terkesan 
menipu dimana kualitas yang ditawarkan oleh smartphone bisa saja tidak sesuai dengan 
kenyataannya...” 
[I am not interested in the slogan because I don’t like slogans that give you the 
impression they are trying to trick you and the advertised quality of the smartphone 
doesn’t live up to the reality.] 
Participant 30 
  
A few participants thought slogan was interesting but that it wouldn’t necessarily influence 
their purchase intention: 
“Saya tertarik dengan slogan untuk mencari tahu tentang produk smartphone tersebut 
walaupun tidak tertarik untuk langsung membeli...” 
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[I am interested in the slogan and want to know more about the product, even though I 
would not be interested enough to automatically buy it . . .] 
Participant 8 
 
“Cukup tertarik dengan slogan tetapi belum tentu tertarik dengan smartphone-nya 
karena harus melihat produknya terlebih dahulu” 
[I am quite interested in the slogan but I am not necessarily interested in the smartphone 
because I would have to see the product first.] 
Participant 26 
 
Overall, the slogan that most interested the participants and impacted on their purchase 
intention was ‘It doesn’t take a genius’, which was an established smartphone ad in the 
Indonesian market. ‘Dirancang dengan indah untuk anda’ [Beautifully designed for you] was 
the second most attractive slogan that the participants felt was likely to influence their purchase 
decision. This was also an established smartphone slogan for the Indonesian market. ‘Smart 
that you can trust’ was the third most attractive slogan. This slogan was created by the author.  
 
On the other hand, the slogan most participants disliked was ‘Flashing light, serunya 
bersmartphone lebih maksimal [Flashing lights, maximum fun using smartphone], which was 
created by the author. Similarly, ‘Desain yang membuat pengalaman ber-smartphone lebih 
semarak [Design that makes the smartphone experience more cheerful] was not interesting for 
the participants and would be unlikely, they felt, to affect their purchase intention. Both these 
slogans were created by the author. ‘Sign of the design with you in mind’ was the third least 
popular slogan. ‘Do big with mini, maksimal serunya, and mini harganya’ [Maximum fun at a 
mini cost] was the slogan that most interested the participants but did not affect their purchase 
intention. ‘Smart that you can trust’ was the second most interesting slogan that also would not 
influence their purchase decision. ‘Sign of the design with you in mind’ and ‘Desain yang 
membuat pengalaman ber-smartphone lebih semarak [Design that makes the smartphone 
experience more cheerful] were the third most interesting slogans that did not influence 
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purchase intention. ‘Sign of the design with you in mind’ was an established slogan for the 
Indonesian market. 
 
These findings suggest that use of the English language did create a degree of interest among 
the study participants but did not necessarily affect their purchase intention. Purchase intention 
seemed to be more dependent on the participants’ perception of the intent of the slogan, whether 
in English or Indonesian. It is notable that the mixed language slogans were less attractive to 
participants overall, suggesting that either fully Indonesian or fully English slogans may be 
more effective. This will be discussed further in Chapter 5. 
 
A particularly interesting aspect of the findings of this study was that the participants did not 
appear to recognise advertising slogans that had been used in the Indonesian market and they 
may, in fact, have seen in various types of marketing communication. These established 
slogans were not always more attractive or effective than those created for this study, and no 
participant specifically mentioned a brand they were associated with, although several 
participants referred to known brands of smartphone as a way of illustrating their perceptions. 
 
4.5 Focus Group Findings 
In order to compare the impressions of the participants, as representative of consumer 
sentiment, with those of creative and media professionals who design advertisements, two 
focus group interviews were held as part of this study. Each group consisted of two people who 
have experience in the field of advertising in Indonesia. One group involved copy writters from 
a creative agency who create advertising to meet client specifications, while the other group 
consusted of account executives representing a media agency.   
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Three questions were posed to the group for discussion. They were: 1) What are the important 
considerations in choosing the language of advertising slogans; 2) what the advertising agency 
does to attract consumers’ attention; and 3) what types of advertisements were deemed 
successful in the past. The focus group discussion raised three major themes: the importance 
of brand image and the target market, the need to capitalise on trending topics, and the use of 
catchy advertisements. 
 
The first question posed to the focus group participants related to the choice of language to be 
used in advertsing slogans. The participants’ comments showed that language is an important 
concern in developing marketing communication in Indonesia and is considered an element of 
advertising that can be manipulated to achieve certain goals. One participant noted:  
 “Kalau buat saya sendiri sih, berdasarkan pengalaman saya di copywriting selama 
kurang lebih hampir delapan tahun di dunia advertising di Indonesia; saya merasa 
kebanyakan yang menjadi faktor penentu itu adalah brand itu sendiri. Brand itu target 
market-nya, siapa? Apakah itu kelas menengah ke bawah atau kelas menengah ke atas. 
Secara general, itu yang paling menentukan sih. Apakah masyarakatnya mengerti atau 
enggak bahasa Inggris atau bahasa Indonesia atau bahasa mana yang lebih ngena buat 
mereka. Umumnya sih kalau buat yang kelas menengah ke bawah, pasti 
menggunakannya bahasa Indonesia. Sementara buat kelas menengah ke atas, udah pasti 
bahasa Inggris. Tapi adakalanya mungkin kelas menengah ke bawah, atau produk-
produk atau penggunaan kata tertentu yang lebih in atau ngena buat mereka dalam 
bahasa Inggris. Mungkin bahasa Inggris yang lebih simpel ya. Tapi itu mungkin paling 
cuma menggunakan satu–dua kata saja.” 
[To me, based on my eight or so years as a copywriter I the advertising sector in 
Indonesia, I feel that the most important factor is the brand itself. What is the target 
market for the brand? Is it aimed at the middle class and below or the middle class and 
above? In general, this is the determining factor. Will the consumers understand English 
or Indonesian or what language will have the most impact on them? Generally, for the 
middle class and below, we would certainly use Indonesian. But for the middle class 
and above, it would always be English. But there are times, maybe for the middle class 
and below, where because of the product, the use of certain terms are ‘in’ or ‘hit the 
mark’ with them in English. Maybe the English would be simpler. But we might use at 
most one or two words.] 
Participant 1, senior copywriter from a creative agency 
  
Another participant commented on the use of standardised advertising by companies that 
wished to sell their products in Indonesia:  
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“Tapi kalau dari sisi pengetahuan kita sebagai media agency, menurut pendapat saya 
sih sebenarnya kemungkinan… produk-produknya ini kan sebagian besar adalah 
produk yang diproduksi massal di seluruh dunia, misalnya. Nah, itu mereka udah punya 
tagline sendiri. Jadi, biasanya iklan itu dari global, itu udah ada brief-nya. Mereka harus 
pakai tagline ini untuk di negara A, B, C, D, E. Regional Asia atau regional Eropa 
misalnya, mereka harus pakai tagline-nya ini. Cuma, nanti di negaranya masing-masing 
itu biasanya si creative agency punya pertimbangan sendiri apakah bahasanya ini perlu 
diubah ke bahasa Indonesia lagi atau masih asli. Karena biasanya, kadang kalau bahasa 
Inggris diubah jadi bahasa Indonesia, jadi agak aneh. Jadi, bisa juga karena 
pertimbangan itu. Atau, biasanya kalau untuk produk-produk yang high-end atau 
produk yang untuk target market-nya itu A-B atau mungkin A atau A+; itu biasanya 
mereka biarin tetap bahasa Inggris aja. Gitu…” 
[But in terms of our understanding as a media agency, in my opinion, there is actually 
a possibility . . . these products are mostly produced on a large scale for the whole 
world, for example. They already have their own tagline. So, usually these ads are 
global and we get a brief from them [the company]. They have to use this tagline in 
countries A, B, C, D, E. In the Asian region or the European region, for instance, they 
have use this tagline. In each country, though, the creative agency can use its own 
judgment whether the language has to be translated into Indonesian or used in the 
original form. Usually, if English is translated into Indonesian, it comes out strange. So 
that can also be a consideration. Or usually for high-end products or the A-B target 
market or maybe the A to A+ market, they usually let it go out in English.]  
Participant 3, senior representative from a media agency  
 
Another participant noted that the clinet sometimes has strong feelings about the language used 
to advertise their product: 
“Kalau sejauh ini sih saya lihat kebanyakan klien pas kasih brief ke kita, mau pakai 
bahasa Inggris atau bahasa Indonesia, mereka mengarahkan ke kita. Kalau kita sih lebih 
ngelihat ke target marketnya. Terus, kadang-kadang walaupun memang harus pakai 
bahasa Inggris, itu pun kalau buat target market bawah, ya seperti kata Marvel bilang 
sih, yang lebih simpel, yang lebih pendek. Enggak semua dari headline itu 
menggunakan bahasa Inggris. Bisa juga kombinasi antara bahasa Indonesia dan bahasa 
Inggris. Terus, kalau untuk kelas yang lebih premium atau kalau ada brand yang pengen 
dibawa ke arah yang lebih premium, kita pakai bahasa Inggris”. 
[What I’ve seen is that most clients give us a brief that includes the language they want 
to us, either English or Indonesian, so they direct us. We look more at the target market. 
But sometimes even though we have to use English, if it is for the bottom of the market, 
like with Marvel, we use simpler, shorter language. We might also combine Indonesian 
and English. But for the more premium class or if there is a brand that wants to attract 
a more affluent segment, then we use English.] 
Participant 2, copywriter from a creative agency 
 
The focus group participants were then asked to comment on the types of advertising material 
that tends to attract consumer attention. Many of them noted the importance of design and 
visual aspects of the ads as well as the use of jingles. One participant explained: 
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“Desain sih…. Kemudian, apakah misalnya harus menggunakan banyak “wordy”, 
“Wordy” itu maksudnya lebih banyak lebih banyak kata-katanya dibandingin 
gambarnya, atau hanya menggunakan gambar tanpa kata-kata, atau kombinasi gambar 
sama kata-kata itu seimbang. Itu kan tergantung nanti dengan siapa mereka 
komunikasikan itu.” 
[It’s design . . . then we have to decide whether to take a ‘wordy’ approach. ‘Wordy’ 
means do we use more words than pictures or only pictures without words or an equal 
combination of picturs and words. Which one depends on who they want to 
communicate with.]  
Participant 3, senior account executive from a media agency 
 
Another participant had a similar view: 
“Visual. Kadang-kadang, kalau klien yang saya biasa hadapi itu biasanya mereka 
enggak punya bujet photo shoot karena mahal. Jadi, kita beli stock image. Dan stock 
image, orang-orang lokal itu enggak ada. Jadi, otomatis pakai foto bule.Jadi, bisa saja 
keterbatasan stock image, atau memang mereka sengaja menggunakan visual orang 
asing untuk meyakinkan emang produk ini kualitasnya itu kualitas dunia. Walaupun 
bisa saja produk itu sebenarnya buatan Indonesia. Kan ada tuh produk-produk seperti 
pasta gigi tadi. Formula itu kan buatan Indonesia ya, kalau enggak salah, kalau kita 
sebut merek ya. Kalau Colgate, mungkin dia brand-nya sudah mendunia. Pertimbangan 
tadi, visual.” 
[It’s visual. Sometimes my client will have no budget for a photoshoot because that is 
expensive. So, we buy stock images. In the stock images, there are no local people. So 
automatically, we use white people. So, it might be because of limited stock images or 
that they specifically want to use foreigners to say, yes, this product is world quality. 
Even though it might well be that the product is made in Indonesia. Like for products 
like that toothpaste I mentioned. The formula is made in Indonesia, I think it’s OK if I 
say the brand. So, for Colgate, the brand is global, so our consideration is for the visual.]  
Participant 1, senior copywriter from creative agency 
 
Another participant commented on the use of taglines: 
“Habis itu, tagline. Kayak Philips, tagline-nya “Terus terang Philips terang terus.” 
Sampai sekarang, dari zaman dulu. Kayak buat billboard, kita emang bikin enggak bisa 
panjang-panjang. Soalnya orang ngelihat billboard cuma berapa detik, lima detik. Yang 
bisa panjang itu, paling kayak buat iklan majalah. Jadi, mereka bisa lihat panjang. Kalau 
iklan-iklan billboard, TV, harus pendek sih.” 
[Then we get to the tagline. It’s like Phillips, their tagline is Terus terang Phillips terang 
terus [Honestly Phillips always bright]. They’ve been using that for years and still are. 
When you make a billboard, you can’t have a long message. People see a billboard for 
a couple of seconds, five seconds. Magazine ads can be long. So, people can look at 
them for a while. Ads on billboards, TV, they have to be short.] 
Participant 2, copywriter from a creative agency 
 
Recall is an important concern in advertising, and one participant noted that jingles can attract 
audience attention: 
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“Iya. Kebanyakan iklan di Indonesia lebih ke.. jingle-nya bikin yang annoying sekalian 
atau.. habis kalau bikin terlalu bagus, kadang… Norak atau ...pokoknya feel catchy. 
Yang penting kedengarannya sampai.. dan berulang-ulang, berulang-ulang, back to 
back, sampai enek.” 
[Yes, most ads in Indonesia are more towards . . . a jingle that can be annoying at the 
same time [as it sells the product] or . . . if you make it too well, sometimes . . . it 
becomes attention grabbing or . . . the main thing is, it feels catchy. The important thing 
is it is heard until . . . or repeatedly, over and over, back to back, until they like it.] 
Participant 4, account executive from a media agency 
 
Finally, the focus group participants were asked to provide examples of ads that had been 
successful in Indonesia as an indication of the type of material that consumers seem to respond 
to. One of participants reported success using an Indonesian slogan: 
“Yang seingat saya sih waktu itu saya pernah bikin susu Clevo. Susu Clevo itu susu 
kotak dari Garuda. Tagline-nya itu saya bikin “makin jago dengan Clevo”. Emang 
target market-nya lebih untuk anak-anak menengah ke bawah dengan mengangkat 
kepintaran. Dengan meminum susu ini, bukan cuma kalsium doang, tapi juga ada kolin 
untuk meningkatkan kepintaran. Makanya saya bilang “makin jago dengan Clevo”. 
Makanya dibikin rhyming “makin jago dengan Clevo”. 
[I recall once I was working on Clevo Milk. Clevo Milk is a box drink produced by 
Garuda. The tagline I wrote was ‘Be greater with Clevo’. The target market children in 
the middle class and below to make them smarter. Drinking that milk, they would get 
not just calcium, but also choline to boost their intelligence. So I thought ‘be greater 
with Clevo’. That’s also why I made it rhyme.] 
Participant 1, senior copywriter from a creative agency 
 
Other participants discussed the use of viral ads to capitalise on the heavy use of digital 
technology in Indonesia: 
“Seperti iklan Thailand tuh, biasanya. Rejoice ya,  iklan shampoo kalau enggak salah. 
Yang orang buta atau bisu, yang dia main biola itu. Pokoknya, ceritanya itu sedih, 
mengharukan. Jadi, itu bisa jadi viral juga kan. Itu biasanya jadi bahan pembicaraan.” 
[It’s like that ad for Thailand usually. For rejoice, that shampoo ad if I am not mistaken. 
That blind or mute person, the one that can play the violin. The point is, the story is sad, 
moving. Something like that can go viral. Then it usually becomes a subject of 
conversation.]  
Participant 3, senior account executive from a media agency 
 
The focus group discussion on the importance of the online environment for advertising in 
Indonesia was particularly significant. The participants’ comment on this issue include: 
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“Banyak yang nggak nyadar dengan iklan itu. Jadi kadang ke skip gitu. Orang sambil 
lalu saja melihatnya. Tren sekarang adalah dengan memasang iklan di social media 
seperti di Facebook atau Instagram, lebih efisien dari segi biaya dan viral…” 
[A lot of people are not aware of these ads. So sometimes they skip them. People see 
them in passing. The trend now is to put ads on social media like facebook or Instagram. 
It’s more efficient in terms of cost and can become viral . . .] 
Participant 3, senior account executive from a media agency 
 
“Membuat iklan yang menjadi trending topic dibicarakan semua orang pada media 
social seperti Facebook, Twitter, semua nge-boom...banyak yang nge-share.” 
[We create ads that become ‘trending topics’ that are being discussed by everyone on 
social media like facebook and Twiter. Everything is booming. . .  a lot of people share 
them.] 
Participant 1, senior copywriter from a creative agency 
 
“Sekarang semua sudah beralih menggunakan media digital kayak Twitter, banyak kan 
buzzer-buzzer yang dibayar sama brand. Blogger-blogger yang udah terkenal dibayar 
buat ngomong tentang produk yang mereka pakai. Orang lebih percaya user daripada 
brand nya…” 
[Now everyone has moved to digital media like Twitter, the brands buy buzzers on 
there. Wellknown bloggers are paid to talk about the products they use. People put more 
trust in users than in the brand . . .] 
Participant 2, copywriter from a creative agency 
 
The advertising professionals all agreed that language choice in advertising tends to depend on 
the target market, with higher income consumers targeted using English slogans with 
Indonesian used for lower income consumers. They also agreed that English slogans had to be 
easy to understand and that these slogans did not do much to influence purchase intention. 
However, such slogans did attract attention to the product, and this was the main aim. Mixed 
language slogans were often felt to be catchier and helped consumers recall the brand. In non-
English speaking countries like Indonesia, these professionals agreed that the use of English, 
as opposed to the local language, will influence consumers’ attitude toward the product being 
advertised. This is a compelling reason the English language is a better choice in advertising 
to maintain a global brand image. This same phenomenon has been visible in the Indonesian 
market, such as the acse of Cleveo milk mentioned above and also Chitato potato chips, which 
are advertised with the slogan “Life is never flat.” This is one of the best-known snack foods 
in manufactured by an Indonesian company. 
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4.6 Summary 
This chapter outlined the findings of this study. A number of excerpts from participant 
interviews were presented to illustrate the findings and to provide an indication of the way 
participants discussed their views. Overall, the findings suggest that slogans that use all 
Indonesian or all English were more attractive to the participants but that a significant number 
of them were not able to understand the meaning or intent of the slogans. It was also found that 
some of the established slogans that participants were asked to discuss did provoke the desired 
response, while others did not. Further, results of a focus group discussion with advertising 
professionals were presented to supplement the findings from consumers. The participants 
stressed the connection between language used and the target market segment and also 
emphasised the importance of social media advertising for Indonesia. These issues will be 
discussed in greater detail in Chapter 5. 
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Chapter 5 
Discussion 
 
This chapter contains a discussion of the findings of this study that are reported in Chapter 4. 
It includes sections on attitudes towards English in advertising; the symbolic role of English in 
advertising; the nature of English in Indonesia; and the impact of English on prestige and brand 
building.  
 
5.1 Attitudes towards English in Advertising  
As noted in the literature review, there is a large body of work which demonstrates the power 
of English in advertising to influence consumers’ intention to purchase the advertised product. 
In many parts of the world, English is used in advertising for its symbolic value, not for its 
communicative content. This is generally the case in countries like Indonesia, where the general 
level of proficiency in English is low, and the language has no official status in terms of 
communication. In these situations, the consumer is not expected to understand the meaning of 
English words and phrases in ads but to respond to their presence as symbols (Haarmann, 
1986). It is the symbolic value that advertisers rely on to draw consumers’ attention to their 
product and influence their decision to purchase it. It has been found that many consumers in 
non-English speaking markets do not, in fact, understand the meaning of the words used in ads 
(De Mooij, 2003). 
 
Like other markets, slogans that appear in Indonesia to advertise various kinds of products 
attempt to make use of language that will attract consumers’ attention and encourage them to 
seek out the advertised product.  As noted, slogans often use English or a mix of English and 
Indonesian. A large number of advertising slogans are completely in Indonesian as well, and 
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consumer impressions tend to be influenced by the language used. Indonesians generally see 
the English language as symbol of prestige or high status. This issue has been noted in the 
sociolinguistic literature (see, for example, Pennycook, 2007; Berger & Caroll, 2003; Coutas, 
2016; among others). Anything that is written in English conveys an impression of modernity 
to Indonesian speakers which emphasises its symbolic function. For this reason, ads using 
English language appear to influence Indonesian consumers’ feelings about the advertised 
products. In the majority of instances, Indonesian consumers are not likely to read and 
understand the meaning of an advertising message that uses an English language slogan. The 
real information about products only can be understood in Indonesian.  
 
The three sample slogans created by the researcher were ‘Flashing light, serunya 
bersmartphone lebih maksimal [Flashing light, maximum fun using a smartphone]; Desain 
yang membuat pengalaman ber-smartphone lebih semarak ‘[Design that makes the smartphone 
experience more cheerful]; and ‘Smart that you can trust’. These slogans were designed based 
on observations of how Indonesian speakers use English in the Indonesia. The English words 
or phrases represents terms and concepts likely to be know in the target market group. The 
created slogans were also designed to be similar to established slogans in Indonesian 
smartphone advertising.  The aim of these made up slogans was to observe participants’ sense 
of recall and appraise the linguistic element that affect consumer perception.  
 
As described in Chapter 4, participants’ responses to English language slogans indicated that 
the majority responded positively, despite comments that about not understanding the meaning 
of the slogan. For instance, for the established slogan ‘The sign of design with you in mind’, 
60% of the participants responded positively to the slogan, even though it was difficult for them 
to grasp the meaning of the phrase. The word ‘design’ in this slogan was ambiguous for 
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participants. They thought the slogan was difficult to recall because of the length and also 
because they perceived the words to have variable meanings, some of which they felt were not 
relevant to a smartphone. This represents a point of variance from the interpretation of native 
speakers who associate a different range of meaning with words like ‘design’, which was a 
problematic term for the Indonesian consumers.  
 
Similarly, 70 % of the participants responded positively to the established slogan ‘It doesn’t 
take a genius’ because the word ‘genius’ aroused their curiosity in the product. Many 
participants associated the word ‘genius’ with intelligence, which is the meaning of this word 
that is most likely to be known by Indonesian speakers. Even though a number of participants 
did not understand the intention of the slogan, they did accept the term ‘genius’ as being 
suitable for a smartphone. Interestingly, while English speakers understand that the intention 
of this slogan is to convey the idea that the associated product is easy to use, some of the 
Indonesian participants in this study had the opposite impression. Because they did not 
understand the overall phrase, they incorrectly assumed the phone did require a high level of 
capability from users. This highlights an important characteristic of English familiarity in 
Indonesia; many speakers recognise key words but have little understanding of grammar or 
syntax.  
 
Seventy three percent of the participants responded positively to the slogan that was created by 
the researcher, ‘Smart that you can trust’. The word ‘trust’ made them feel the product would 
be reliable and be of good quality although most of the participants could not explain what this 
slogan actually meant. In other words, it was not important for them to know what the slogan 
meant because the word ‘trust’ alone generated a positive reaction. The term ‘trust’ in the 
slogan acted as a symbol to represent reliable support and high quality software.  Again, this 
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shows the nature of Indonesian consumers’ comprehension of key words but frequent lack of 
understanding of higher level linguistic functions.  
 
Perhaps for this reason, mixed language slogans tended to elicit favourable reactions from 
participants. For example, 77% responded positively to the established slogan ‘Do big with 
mini, maksimal serunya mini harganya’ [Do big with mini, maximum fun at a mini cost]. To 
them, the word ‘mini’ in this slogan indicated the product had a low price. Generally, this was 
associated with cost savings, as opposed to a cheap product that might not work as desired.  
Similarly, 63% of the participants responded positively to the slogan created by the author, 
‘Flashing light, serunya bersmartphone lebih maksimal’ [Flashing lights, maximum fun using 
a smartphone]. Participants associated the ‘flashing light’ in the slogan with the smartphone’s 
camera or screen, which they felt was generally an asset in the device. Figure 1 summarises the 
participants’ responses to English language slogans. 
 
 
Figure 1: Participants’ responses to English language slogans 
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It seems apparent that the reason participants responded positively to the English slogans is 
because they are interested in or attracted by the English wording. According to Khrisna and 
Ahluwalia (2008), English in advertising has been used to give consumers a certain impression 
about products and services. It has also been shown to attract attention to the products being 
advertised (Garcia-Yeste, 2013). This is certainly the case in this study, where the appeal of 
the slogans was not related to an actual understanding of the words but instead represented a 
reaction to the symbolic value of English words. One of the most interesting findings of this 
study relates to the connotations the participants ascribed to certain words used in the slogans. 
This is an aspect of the use of English-language advertising in non-English speaking countries 
for the status and prestige associated with the language and is discussed extensively in the 
literature (see, for example, Puntoni, Langhe & Osselaer, 2009; Micu & Coulter, 2010; 
Vetorrel, 2013). It is generally assumed that consumers will react as intended in terms of status 
and prestige.  
 
This does often occur, but it is also possible for consumers to react in unexpected ways. This 
type of reaction was observed in this study when, unexpectedly, a number of participants 
explained that they associated the word ‘design’ with products intended for women; when 
participants made negative associations because of the word ‘genius’ that they understood in 
isolation; and when participants said the word ‘trust’ can appropriately relate to banking and 
financial products but not to something like a smartphone. It would be difficult to anticipate 
these reactions because they do not conform to the reactions of native speakers of English 
which are generally taken to be the standard for meaning used in creating standardised slogans. 
The situation observed in this study, though, highlights the range of use of specific words and 
terms. Because the mastery of English in Indonesia is rather low and many people’s exposure 
comes from formal teaching at the school or university level, they may be thinking in terms of 
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one-to-one correspondence of terms with Indonesian equivalents. If they know one meaning of 
a word, they may generalise and assume the range of meaning for the term is the same as in 
Indonesian. This is a natural response frequently observed in the context of language teaching 
(see, for example, Huang & Eslami, 2013; Carter & McCarthy, 2014). In the cases of the 
slogans in this study, it is likely that a majority of native speakers would accept the slogans as 
they would not associate ‘design’ with a particular gender, ‘trust’ with a limited range of 
products and would have no doubt about the grammatical construction of the ‘genius’ slogan. 
 
Product image has been shown to affect purchase decisions around the world. Consumers 
worldwide tend to view products produced by countries that speak English, like the US or the 
UK, are of better quality than those from non-English speaking countries, such as China or 
India. Consumers tend to have a more favourable image of these products, seeing them as more 
cosmopolitan, and this may make the difference between foreign and domestic brands 
(Papadopoulous, 2014). This same consumer perceptions tends to suggest the advertised 
product using an English slogan is modern and part of the globalised environment. This, in 
turn, creates a high self-reference effect (Micu &Coulter, 2010). 
 
According to De Mooij (2010), the use of English in advertising can be standardised, 
particularly in the global market. However, consumers in different countries may not 
understand the meaning or intent of the English words that are used in advertising, regardless 
of the quality of the slogan in the eyes of native speakers. As the findings of this study suggest, 
the main problem with using standardised advertising material in different world markets is 
that it is difficult to predict what part of the targeted consumer segment will correctly (relative 
to native speakers and the intent of the slogan) interpret the slogan. For example, in one case 
(‘The sign of design with you in mind’), not all of the participants understood the meaning of 
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the language in the slogan but overall responded positively and associated it with a high end 
smartphone that has superior quality and an expected high price, like iPhone. This slogan more 
or less had the desired effect on them. On the other hand, some participants gained a negative 
impression from another slogan (‘It doesn’t take a genius’) which native speakers would judge 
to be positive. It is not clear what determines the variant reaction because it is not possible to 
know the exact nature of English comprehension among the public. Nonetheless, the use of 
English in Indonesia to associate products with value perceptions and status accorded to 
English is often effective (see Bhatia & Ritchie, 2006). Certain words or phrases used in slogan 
do draw consumers’ attention in accordance with their concept of the meaning of the term (see 
Blackwell et al., 2006). 
 
For this reason, one of the major issues in using English language slogans in advertising in 
Indonesia seems to be that the nature of English mastery and knowledge among the public may 
not conform to what advertisers expect. The high level of exposure, both through formal study 
and also through formal and social media, might suggest that basic mastery is good and is in 
line with the usage expected by native speakers. The findings of this study suggest that this is 
not the case and that Indonesian speakers have a structure of meaning for English that derives 
from their own experience but does not fit well with that intended by advertisers and possessed 
by a native speaker audience. It is also likely that the interpretations of Indonesian speakers, 
such as those seen in this study, are unique to Indonesia and derive from the ways different 
languages (Indonesian, English, local languages) interact and are appropriately used in their 
social contexts. This may mean that it is difficult to generalise about which advertising slogans 
will be effective in which markets, as the characteristics of different non-native speakers may 
differ based on the other languages in use in their environment. In other words, Indonesian 
speakers may react in ways that are characteristic of their background and understanding but 
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that are different than speakers of other languages in other countries where the status of English 
is similar. This would present a major challenge for globalised advertising and may not be fully 
considered by advertisers. Issues related to the nature of English in Indonesia are discussed 
further below in section the attitudes towards English in advertising.  
 
Figure 2 below summarises the participants’ intention to purchase the smartphone advertised 
with the English slogans tested.  
 
Figure 2: Participants’ intention to purchase the advertised smartphone 
 
 
In this study, the established slogan ‘Sign of the design with you in mind’ did not greatly 
support the participants’ purchase intention, largely because a number of them had difficulty 
understanding the slogan or interpretaed it in a negative manner. As a result, about 53 % of 
participants were not interested in purchasing a hypothetical product advertised in this way. By 
contrast, for the established slogan, ‘It doesn’t take a genius’, about 53 % of participants were 
interested in purchasing the product because they felt the slogan was easy to recall and also 
because their associations especially with the word ‘genius’ were mostly positive, regardless 
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of their interpretation. For the slogan ‘Smart that you can trust’ that was created by the author, 
40 % of participants were interested in purchasing the advertised smartphone because they felt 
the slogan was intriguing. In the context of advertising, these findings are important because it 
is generally accepted that consumers have a limited amount of time, money, and attention to 
put toward the purchase (Blackwell et al., 2006). For this reason, a slogan that can gain their 
attention and also assures them of other aspects of the product that are important to them, 
including price, is necessary. It is also vital that the information or impression conveyed by the 
slogan can be grasped immediately. This is a challenging task for marketers who often rely on 
integrated marketing communication to make products known in a given market and attract 
consumers’ attention (Blackwell et al., 2006). A slogan is part of this, and there has been 
considerable study of consumer psychology (see Jansson-Boyd, 2010). Consumers’ attitudes 
toward a product depends on their beliefs and feelings which often emerge from their 
interpretation of advertisements (Blackwell et al., 2006). In the case of Indonesia, the use of 
English tends to generate positive attitudes toward the advertised product but, as discussed 
above, is not a foolproof method of creating positive feelings among consumers. There are 
apparently aspects of the use of Engish in Indonesia that do not conform to usage in 
standardised advertising and that can have an unanticipated negative impact on these feelings 
as well as purchase intention.  
 
Interstingly, the established mixed language slogan, ‘Do Big with mini maksimal serunya mini 
harganya’ [Do big with mini, maximum fun at a mini cost] was not very successful in 
generating positive purchase intention among the participants in this study, with almost half of 
them (44%) reporting a lack of interest in the hypothetic product advertised with this slogan. 
Similarly, for the slogan created by the author, ‘Flashing light, serunya bersmartphone lebih 
maksimal [Flashing lights, maximum fun using a smartphone], 67% of the participants were 
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not interested. This may suggest that mixed language is less effective than all English in 
conveying a sense of prestige and status to the product. This echoes the perceptions of 
advertising professionals that language use in Indonesian advertising is closely associated with 
income and social class. Consumers may be aware of this subconsciously and may base their 
assessment of a product on whether Indonesian is present. This may act as a sign that the ad is 
intended for people whose English is poor, because the Indonesian appears to supplement the 
English, and may inadvertently have a negative effect on impression and purchase intent among 
consumers who see themselves as middle class and better educated and hence prefer to be 
targeted in English because it recognises this status in the context of advertising. 
 
This conclusion seems to be supported by the participants’ reaction to the fully Indonesian 
slogans such as the established slogan, “Dirancang dengan indah untuk anda ‘[Beautifully 
designed for you], which was considered unattractive by 43% of the participants.  For the 
slogan ‘Desain yang membuat pengalaman ber-smartphone lebih semarak’ [Design that makes 
the smartphone experience more cheerful] created by the author, 67% of the participants 
reported no purchase intention. Because all participants understood these slogans which are 
fully in Indonesian, it is likely they were reacting to the practice referred to above where 
products for lower income segments of the market are advertised in Indonesian. It is possible 
that this did not fit with how they saw themselves because of the close connection between 
English exposure and education and income, and they likely found the hypothetical product 
unappealing or assumed it would not meet their needs as it was perhaps intended for less 
sophisticated consumers or was of lower quality than they would want. This exemplifies the 
link between language status and product status and also emphasises the importance of 
language domains in Indonesia. 
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Advertising language sometimes uses words that are imaginative, breaks grammatical rules or 
generally used incorrectly, with the intention of attracting the attention of consumers. Native 
speakers of the language of advertising often find such usage amusing or clever (see Djafarova, 
2008; De Mooij, 2010). In this study, however, the participants had difficulty understanding 
the intent of slightly unusual syntax and word use that was not consistent with the way English 
is used in Indonesia, even though none of the slogans tested contained plays on words or puns. 
The phrases ‘sign of design’ and ‘with you in mind’ were ambiguous to some participants 
which made them react negatively to the slogan. In fact, this slogan was an established ad for 
iPhone that was successful in English language markets. Similarly, the other established slogan, 
‘It doesn’t take a genius’ confused some participants because they did not grasp the correct 
relationships between the phrase ‘it doesn’t’ and the word ‘genius’. Native speakers of English 
would have no difficulty with this slogan and would likely feel it was positive.  Interestingly, 
the slogan ‘Smart that you can trust’ was more easily understood by participants because it 
reflects a more common type of usage in Indonesia and presumably was more familiar to the 
participants, who also likely felt they understood what was meant.   
 
5.2 The Symbolic Role of English in Advertising  
This section discusses the link between language, thought and culture in advertising. The 
findings of this study show that language usage, and especially English language in advertising, 
has an impact on the perceptions of consumers in Indonesia. The increasing use of social media 
and digital technology in Indonesia also seems to be encouraging the use of English, which is 
the main language of social media in general, as well as in Indonesia.  
 
As discussed in the literature review, standardised advertisements that are intended to be used 
in markets other than the market of origin need to consider the cultural environment of the 
target markets. Market research in advertising in many countries has shown that distinguishing 
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characteristics like demographics, linguistics, culture and economics will generate a range of 
responses to advertising, even though consumers may be impressed by the original version of 
the advertisement. Analysis of the characteristics of target markets based on demographics or 
language can strengthen advertising material to be used outside its market of origin and support 
standardisation (Onkvisit & Shaw, 1999). De Mooij (2010) notes that standardisation and 
adaptation are very important in global marketing strategies that may be influenced by the 
cultural environment of the target markets. Culture determines values, ideas, artefacts and other 
meaningful aspects of experience that help members of society to communicate, interpret and 
evaluate information.  These aspects of culture can be categorised according to their form, that 
includes values, norms, rituals and symbols and material elements as well as technology and 
infrastructure (Blackwell et al., 2006).  
 
An understanding of these aspects of the target culture is important for marketers in producing 
effective advertising for their global brands. It is often assumed that consumers are bilingual 
and can understand the information content of English language advertising material. In 
Indonesia as in other markets, the use of English in advertising is frequently thought to be 
effective in communicating information about products in a complex linguistic environment 
(Hashim, 2010). In fact, this may not be the case, and consumers’ interpretation of English 
language advertising material may be very diverse and also very different from what is intended 
by marketers.  
 
The sociolinguistic context in Indonesia has been well described in the literature (see, for 
example, Saraswati 2010; Ririn & Amalia 2012; Hasanah 2013; Qadafi & Wahyudi 2014; 
Mariam 2014). Historically, Indonesia has been outward looking, and English is associated 
with modernity, westernisation and the globalised mainstream. In modern society, English has 
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high status, and ability to use the language is associated with high economic and educational 
status (Lauder 2008). Indonesians generally connect the English language to the globalised 
cultural mainstream that is mostly shaped by American popular culture (Lamb 2004). For this 
reason, the language has high symbolic value for Indonesians and is seen as appealing by the 
general public who aspires to be part of world consumer culture. A similar situation has been 
recognised in non-English speaking cultures elsewhere in the world where English also serves 
to attract consumer attention to a product (Haarmann, 1986; Micu & Coulter, 2010).  
 
Exposure to English in Indonesia comes from a number of sources that include television and 
the traditional media. However, the rapid growth and popularity of social media have greatly 
expanded this exposure. While Indonesian is used heavily on social media, many Indonesians 
view this type of media as epitomising the modern, middle class lifestyle they aspire to that 
they also connect with English. As a result, websites, social media platforms, Facebook pages, 
and the like that are in English are extremely popular, as are television shows and movies from 
the US and elsewhere. The desire of the public to use English language media and participate 
in English language popular culture, even if they do not understand, is very strong.  
 
In non-English speaking countries like Indonesia, the use of English in advertising on 
television, in social media, movies or radio can draw consumers’ attention to the product being 
advertised. The findings of this study indicate that the use of English in ads generates a more 
positive response that can have a significant impact on the effectiveness of the ads. The results 
are notable, compared to the Indonesian language slogans, in that the English language slogans 
had the greatest influence on intention to purchase the advertised smartphone. In this, the 
situation in Indonesia parallels that observed in pother parts of the world where the use of 
English words or terms in a slogan attracts more consumer attention compared with ads using 
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a single language (Haarman,1986). This is an extension of ths sopciolinguistic role English 
plays in Indonesia across contexts, where it is currently the most widely studied but also the 
most prestigious foreign language (see Lauder, 2010).  
 
Not surprisingly, Indonesia, as one of the most populous countries in the Asian region, has 
become a leader of the use of social media like Facebook, Twitter, Instagram, and so on. This 
situation reflects a worldwide trend, but Indonesia, with a population of 258 million people, is 
a major potential market for global products. Within this market, there can be no doubt that 
English functions as a cultural symbol, as has been observed in countries that do not use English 
for communication (Eastman & Stein, 1993; Puntoni, Langhe, & Osselaer, 2009).  In other 
words, the use of English has proven effective as an advertising technique in Indonesia that 
consumers generally view as being appealing and indicative of a better product. This was 
confirmed by the advertising professionals who took part in the focus group and who routinely 
use language and the choice of language to elicit the desired response from consumers. This 
advertising tends to have cultural weight, regardless of whether consumers understand the 
actual meaning of the words. However, the use of English slogans combined with text in 
another language or mixing English with the language of the market can be problematic for 
advertisers because it may be difficult to recreate their message in this format. For this reason, 
many global marketers choose to use English only in their advertising as a means to globalise 
and customise their product (Bhatia & Ritchie, 2013).  Again, this point was stressed by the 
advertising professionals as a dilemma they face in producing the marketing communication 
their clients want. 
 
As discussed in Chapter 4, the consumers who took part in this study tended to react favourably 
to the use of English, but their impressions and interpretations of specific words and slogans 
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varied considerably and, more importantly, were quite different from the ways in which native 
speakers of English would understand the same words and slogans. This is an important aspect 
of English usage in Indonesia – there are indications that Indonesian speakers ascribe culturally 
specific meanings to certain English words and, in other cases, simply do not understand the 
customary usage of native speakers. Mastery of English is closely associated with level of 
education. This fact is well understood by Indonesian advertising professionals. As was 
demonstrated by the focus group discussion, the use of English in advertising copy is routinely 
based on the nature of the target market. Since income level correlates strongly with education 
level in Indonesia, materials targeting lower middle class consumers will use Indonesian with 
short and simple English phrases to make it catchy. On the other hand, high end products for 
upper middle class professionals often use only English language in their ads.  
 
Advertising copywriters understand that such ads are appealing to these consumer 
demographics but generally do not consider the nature of consumer comprehension; they use 
English symbolically in different ways for different market segments. This is a way of 
appealing to how certain consumer demographics in Indonesia see themselves. Those who are 
college educated, for example, associate their educational and economic status with exposure 
to English, whether or not they, as individuals, can use the language functionally. For this 
reason, ads that combine English and Indonesian are often the most successful in terms of recall 
(but not purchase intent) because they combine the symbolic impact of English with text in 
Indonesian consumers can understand.  
 
For instance, the slogan ‘Do big with mini, maksimal serunya mini harganya’ [Do big with 
mini, maximum fun at a mini cost] was attractive, pleasant, unique and catchy to many of the 
participants, who also found the slogan interesting because they were able to associate the term 
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‘mini’ with low price or small size of the smartphone.  This slogan was likely appealing because 
the English part of it replicates a type of English Indonesians are somewhat familiar with, 
namely that used in Southeast Asian countries like Singapore where English does play a 
communicative role. The characteristics of these varieties of non-native English have been 
discussed in the literature and are beginning to develop norms of their own (see, for example, 
Kachru, 2006; Murata & Jenkins, 2009). While English does not (yet) have a communicative 
role in Indonesia, there is evidence that the emerging use of the language is related more to use 
in other Asian countries than by traditional native speakers. For example, the common term for 
a mobile telephone in Indonesia is HP, which stands for ‘hand phone’, a term used in Singapore 
English and other Asian Englishes but not by any dialect of traditional native speakers where 
the item is always called a ‘mobile phone, or ‘cell(ular) phone’. For the slogan ‘Do big with 
mini’ specifically, an informal survey of American and Australian native speakers of English 
suggests that the phrase ‘do big’ is not a natural idiom; several speakers expected ‘go big’ 
which fits better with their patterns of use. Similarly, these English speakers generally felt the 
natural pair for ‘maximum’ is ‘minimum’, not ‘mini’, which should be paired with ‘maxi’. This 
reflects the difference in perception between these native speakers of English and the 
Indonesian speakers who took part in the study in terms of their reaction to this slogan. These 
slogans were similar to others in use in the market that include “Yang penting hepi” [The 
important thing is to be happy] used by Djarum 76, one of the leading local brands of cigarettes. 
Another example is “Jagonya Ngemix" [The king of the mix], an Indonesian English slogan 
for Nescafe, as is the mixed language slogan, “Double Coklatnya Double Enaknya" [Double 
the chocolate, double delicious] used by Roma Malkist, a well known local brand of biscuits.  
 
A different aspect of the meaning of English terms to Indonesian speakers is shown by the 
reactions of the study participants to the slogan ‘Flashing light, serunya bersmartphone lebih 
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maksimal [Flashing lights, maximum fun using a smartphone]. Most participants responded 
negatively to this slogan, and a majority thought that the term ‘flashing light’ represented the 
flash of the camera in the smartphone, which they concluded was ambiguous, inappropriate 
and confusing in this context. Others felt this term related to the screen illumination or perhaps 
the processing speed. This highlights the fact that many Indonesians, and even those whose 
exposure to English is high, possess a limited vocabulary that they can apply and understand 
in a limited range of contexts. In this case, the perceived similarity between ‘flash’, which 
many knew, and ‘flashing light’ caused them to conflate the two terms. This led to an incorrect 
understanding of the feature the slogan referred to, even though the slogan was partly in 
Indonesian. In this example, the use of English did not have the desired effect of making the 
product associated with the slogan more attractive; the opposite result occurred, and study 
participants had a negative impression of the product.  
 
This emphasises how important it is for copywriters to have a detailed knowledge of how 
English is used and understood by the target market. This slogan was created by the author, so 
it is possible that advertising professionals would not have used the term ‘flashing light’ based 
on their experience. Advertising language is intended to attract attention and generate a 
favourable impression of the advertised product or service. Copywriters are generally expected 
to have a skill with words that will allow them to get the attention of potential consumers with 
catchy, memorable and often amusing text (Dyer, 1982). Certain slogans or expressions have 
been shown to be easily recalled and liked by consumers, and this impact may be achieved 
through the use of various techniques (rhyme, alliteration, puns, etc.) (Goddard, 2002; 
Djafarova, 2008). These techniques rely on consumers’ sense of language but also on less 
tangible associations they ascribe to certain words or phrases. 
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The slogan ‘Dirancang dengan indah untuk anda’ [Beautifully designed for you] exemplified 
this issue in this study. While this slogan is in Indonesian and conforms to rules of syntax and 
grammar, almost all of the participants felt the slogan implied the phone was designed for 
female users. The concept of ‘design’ as well as the use of the word indah [beautiful] seemed 
to suggest this, even though the verb root rancang is neutral and means ‘plan, design’ and 
indah is an ordinary term that means ‘beautiful’ as applied to scenery, objects, art, and so forth 
but not people. However, these Indonesian words are frequently used in advertising that relates 
to housing and interior decoration. It is possible that these topics are perceived by consumers 
to be of greater interest to women and hence they extend this understanding to the same words 
when used to advertise a different type of product. Interestingly, when asked about this slogan, 
a number of participants said that they imagined the advertised smartphone to be elegan. 
Elegan is a loan form of the English word ‘elegant’. It is not widely used in Indonesia and is 
not considered standard. As a loan word, however, the participants involved believed the term 
applies to women and suggests a feminine design. The original English term does not have this 
connotation, however, and it is not obvious why these Indonesian speakers had such a clear 
concept of gender associated both with the slogan as well as in their discussion of it. It is 
important to note that Indonesian, like many other Austronesian languages, does not mark 
gender. There are no differences in word use or forms that are associated with gender. In this 
case, the words themselves seem to have had strong gender connotations that were unexpected 
even by the advertiser. This is an established slogan for Asus smartphones, that are not 
specifically marketed to either gender. 
 
While this slogan represents an interesting example of consumer interpretation not matching 
the intent of the advertiser, it is also significant because the slogan is fully in Indonesian. 
Indonesian slogans were included in this study to evaluate the difference in response to ads that 
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use English and ads that use Indonesian. As expected, the English language slogans were 
viewed as more attractive by a majority of consumers. However, the reaction to this Indonesian 
slogan points up another issue that is of importance in Indonesia. This is the nature of 
Indonesian as the national language. It is the case that a majority of Indonesians speak one of 
the nation’s numerous local languages as their first language (Keane, 2003). While people are 
generally exposed to Indonesian from an early age (especially on television), they begin to 
study the language formally in school. Indonesian is used in all formal contexts (employment, 
education, governance, health care, etc.), but a majority of people speak their local language in 
all non-formal contexts, including at home. For this reason, the level of mastery of the national 
language varies considerably, even among people with high levels of formal education. For 
this reason, it is perhaps not surprising that variations in the understanding and usage of terms 
in Indonesian can vary among members of the public. 
 
As the reaction to the slogan ‘Dirancang dengan indah untuk Anda’ [Beautifully designed for 
you] in this study shows, different speakers have a different perception of the same word in 
Indonesian. A similar effect was found in this study for the word semarak [cheerful] which 
occurred in the slogan ‘Desain yang membuat pengalaman ber-smartphone lebih semarak’ 
[Design that makes the smartphone experience more cheerful]. In this latter case, a number of 
participants had a negative impression of the term semarak which they associated with a 
product for teenagers. As was the case for the slogan ‘Dirancang dengan indah untuk Anda’, 
this impression may have come from other types of advertising that used this term in promoting 
products or services designed for young people. Other participants simply felt that the term 
semarak does not apply to a smartphone and hence the slogan sounded unappealing. The issue 
here is that different speakers of Indonesian have different exposures to the language based on 
a range of personal characteristics that include dialect, use of Indonesian as well as contexts of 
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use, language aptitude and attitudes, and exposure to previous advertising. These factors are 
difficult to anticipate in the context of advertising copywriting.  
 
As discussed above, the language situation in Indonesia is complex and involves multiple 
languages, not just Indonesian and English. The advertising industry has tended to operate as 
if the Indonesian public is composed of native speakers of Indonesian and have focused on 
using English for the effect and status is can give to a product or service. While this technique 
is generally effective, it is important to note that the public seems to have very specific 
perceptions about certain terms and usages in English but also comparable ones about the use 
of Indonesian, which is, in fact, a second language to most speakers. This suggests that, while 
Indonesia is similar to other markets reported in the literature where English is not used for 
communication but has a promotive function in advertising, the Indonesian market has unique 
characteristics that may not be fully addressed by current advertising practices. The 
connotations of both English and Indonesian words that are commonly used in advertising 
requires greater study which might elucidate how speakers’ impressions of certain words have 
come to be formed. It is also the case that more knowledge about the way in which English is 
used outside of advertising by Indonesian speakers would be beneficial in designing more 
effective advertising that has the potential to avoid misunderstandings or inadvertently 
conveying an impression that is not desired by the advertiser. 
 
5.3 The Nature of English in Indonesia 
As noted in the literature review, there is a large body of literature which demonstrates the 
power of English in advertising to influence consumers’ intention to purchase the advertised 
product. In the case of advertising in developing countries like Indonesia, level of education, 
which often determines socioeconomic status, has a significant impact on people’s response to 
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the English language. The majority of Indonesians speak a local language as their first language 
and start using Indonesian formally when they go to school. Indonesia has more than 500 local 
languages which are used with people from the same background while Indonesian is used the 
formal sector, including government, media, education and so forth. This already complex 
linguistic environment also includes English, as the main foreign language studied and taught.  
English is also seen as a connection to the global cultural and economic context and, as a result, 
is of great interest to Indonesians. Because exposure to English comes largely through formal 
education and in the media, those with the most knowledge tend to be individuals with higher 
levels of education and resultant higher incomes (see Lauder, 2010, for a detailed discussion 
of these issues). English has gained its present level of authority and prestige in Indonesian 
because it is seen as an essential cultural asset in the information driven global world (Gee et 
al, 2001). As in other Southeast Asian countries, English has become the language of modern 
popular culture and appears in music, movies, media and advertising. Even new products are 
frequently promoted and labelled in English as way of appealing to consumer preferences and 
impressions (Nunan, 2003).  This capitalises on the fact that many Indonesian associate English 
with luxury consumer products that are associated with a cosmopolitan image and international 
values (Vettorel, 2013).  
 
As described in Chapter 4, the participants’ impression of the slogans used English are varied. 
Some feel they are catchy, persuasive, excellent, attractive, simple and easy to understand. On 
other hand, a number of participants thought the slogans using English were confusing, 
ambiguous, unattractive and difficult to understand. This reflects the confusion surrounding the 
occurrence and function of English in Indonesia. Because English has a strong symbolic 
function, associated with luxury, high quality, and the appeal of the international context, many 
Indonesians may be predisposed to like advertising communications that contain English words 
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or phrases. However, because mastery tends to be low and many people’s knowledge of 
English is not communicative, it may be difficult for them to comprehend the intention of 
advertising slogans and to gain the meaning intended by the copywriters. This was apparent in 
this study, where participants reported a variety of interpretations of single words and whole 
slogans. Interestingly, these interpretations often varied from those considered to be ‘correct’ 
in the context of native speaker understanding. This reflects a characteristic Indonesian 
understanding that relates to the linguistic context the public is familiar with and the patterns 
of language use in Indonesia. In fact, the term ‘Indoglish’ has begun to appear in the Indonesian 
blogosphere as a way of identifying this characteristic usage.    
 
Another important aspect of this confusion is that it may have unintended effects on consumers’ 
impressions of the associated product and their intention to purchase it. While the use of 
English terms in advertising material can and does have the effect of imparting a desirable 
image to the product in question, too much English or English that is too complex may have 
the opposite effect. If consumers cannot form a clear impression of what the English conveys 
(whether or not it conforms to a native speaker’s judgement), they may react negatively, 
regardless of the actual features of the product. This was seen in this study for some of the 
slogans, in particular ‘It doesn’t take a genius’. Because several of the participants were not 
able to create a meaningful interpretation of this slogan as a whole, they tended to focus on 
elements they felt they did understand which happened, in this case, to give them a negative 
impression of the product. This emphasises the fact that, while English can be used to enhance 
products in the eyes of Indonesian consumers, it can have unintended negative impacts, even 
among better educated consumers with greater exposure to English. 
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One of the most interesting findings of this study is that Indonesian speakers seem to have very 
specific ideas about the meaning of English utterances that are based on the shared experiences 
of speakers of their language in the linguistic context in which they live. In fact, the findings 
suggest that there are characteristic Indonesian meanings ascribed to certain terms that would 
not be predictable to English speakers outside of Indonesia and that may be unique to this 
context. 
 
The word ‘design’ is an example of this. ‘Design’ (and its loan form desain) is very commonly 
used by Indonesian speakers in relation to architecture, home furnishings and interior 
decoration; the term is increasingly used in other types of advertising as well, as in one of the 
slogans used in this study (‘The sign of design with you in mind’). Perhaps because the 
customary advertising usage of the word ‘design’ is seen by many consumers as being for 
products of greatest interest to women, many have an idea that the term ‘design’ indicates a 
feminine product or at least one designed for female users. This is very different from native 
speakers of English who generally do not perceive a gender association with this term. For this 
reason, the slogan “The sign of design with you in mind’ was perceived by a majority of 
participants as appropriate for a feminine smartphone and tended to interpret the rest of the 
slogan from this perspective, regardless of the fact that this is not the intent of the message. 
This type of unintended effect may have important consequences for an advertiser whose 
message may be incorrectly interpreted relative to its intent by Indonesian speakers because of 
certain aspects of meaning like this that cannot be predicted. 
 
This phenomenon is distinct from situations where Indonesian speakers may simply 
misunderstand similar terms, such as occurred with the slogan that made use of the English 
terms ‘flashing light’. Perhaps because they were familiar with the term ‘flashlight’ and ‘flash’ 
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(in the context of camera technology), a number of participants understood this to mean the 
advertised product had a good camera.  Others reacted to this term by understanding it to 
indicate something about the processing speed of the smartphone, perhaps because they were 
aware that the word ‘flash’ can mean ‘a short time’ or indicate extreme speed. However, both 
of these interpretations are incorrect relative to those of native speakers. They again show the 
presence of an Indonesian meaning ascribed to the term that derives from the local linguistic 
context but may also reflect lack of familiarity with English grammatical structures and syntax. 
Again, this suggests that advertising communication may be misunderstood by Indonesian 
consumers, giving them an unintended impression of the product which may not be positive, 
despite the potential beneficial image conveyed by the use of English. The intention of the 
‘flashing light’ slogan that was created by researcher was to refer to the ability of the 
smartphone to take a lot of pictures.  
 
The reactions of study participants to the use of English terms in advertising slogans suggest 
that many consumers do not understand the lexical meaning of the words and instead interpret 
them within the linguistic and cultural framework of the society in which they live. This relates 
to widely discussed problems in the teaching of English in Indonesia (see Mistar, 2005; 
Marcellino, 2015) and also to the difficulty of speakers of Indonesian and other regional 
languages in mastering English, which comes from a different language family and originated 
in a different social context (see Crystal, 2003). For this reason, consideration must be given 
to the view that a characteristic Indonesian English may be emerging in Indonesia due to the 
popularity of English media and entertainment as well as the presence of of international brands 
and merchandise. The emergence of ‘new Englishes’ is well-documented in parts of the world 
that were exposed to English as a colonial language, for example Singapore and India 
(Schneider, 2003), but may also be seen in Indonesia in the future. Unlike these nations, 
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Indonesia does not have a history of English use in any official context; the language is 
completely foreign, and hence the characteristic interpretations and usages of Indonesian 
speakers may be very difficult for outside observers to predict or understand. 
 
The problem of English mastery in Indonesia is not insignificant. As part of the ‘outer circle’ 
of world nations where there is little historical basis for the use of English (see Kachru, 2006), 
it is understandable that the nature of English usage is heavily influenced by the other languages 
in the environment; this includes both Indonesian and the full range of local languages, 
although the influence of some of these is stronger than others. It is very common, for example, 
for Indonesians to make grammatical mistakes based on the word order patterns in their first 
language or in Indonesian. They may say 'the tree big' instead of ‘the big tree’ because, in 
Indonesian, adjectives follow the noun referred to (see Sneddon et al, 2012). Because spelling 
is extremely regular in Indonesia because of language planning and standardisation (see 
Spolsky, 2004) but notoriously complex in English, Indonesian speakers often do not recognise 
words in English whose sound they cannot connect to the spelling. Similarly, they often spell 
English words in a way that reflects their own pronunciation not that of native speakers, such 
as ‘snek’ for ‘snack’.   
 
For this reason, it is perhaps not surprising that all of the participants in this study understood 
the content of the slogan that was created by the researcher, ‘Smart that you can trust’. The 
English words in the slogan were chosen because they are very commonly used by Indonesian 
speakers. Parts of speech in English tend not to be very meaningful to Indonesian speakers 
because of the fluidity of their language and the potential for words to function as more than 
one part of speech depending on context. In a case like this slogan, Indonesian speakers would 
not feel that the phrasing was awkward or incorrect because ‘smart’ is actually an adjective, 
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not a noun, as some native speakers of English would. On the other hand, only about 60% of 
participants felt they understood the content of the established slogan ‘The sign of design with 
you in mind’ that was created for a native English-speaking audience. The use of English in 
Indonesia is such that Indonesian speakers accept mistakes in writing, phrasing, sentence 
structure and pronunciation that reflect the rules of Indonesian. This may explain why 
participants more easily understood the intent of the slogan that was created by the researcher 
as opposed to the established slogan; the researcher’s slogan represents a more or less word-
for-word translation of an acceptable Indonesian phrase.  
 
Interestingly, almost all the participants, felt they understood the mixed language slogans like 
‘Do big with mini, maksimal serunya mini harganya’ [Do big with mini, maximum fun at a 
mini cost] and ‘Flashing light serunya bersmartphone lebih maksimal’ [Flashing lights, 
maximum fun using a smartphone]. The use of unusual English terms made it more difficult 
for some participants to exactly grasp the intent of the English, but the presence of reinforcing 
text in Indonesian allowed them to understand the overall intent. This suggests there may be 
considerable value in using advertising communication in Indonesian that combines English 
and Indonesian as a way of gaining the favourable image conveyed by English for the 
advertised product, but also ensuring that consumers understand the aim of the message. The 
value of this approach has been recognised as potentially more effective (Haarmann, 1986), as 
has the practice of using phrasing only, rather than whole sentences, in markets where English 
is not used communicatively (see Blackwell et al., 2006). This can, to some extent, address the 
issue of consumers ascribing unintended meaning to certain terms based on their language 
context, as discussed above. Figure 3 summarises the participants’ self-reported ability to 
understand the meaning of the slogans used in this study. 
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Figure 3: Participants self-reported comprehension of advertising slogans 
 
 
As the findings of this study suggest, the main problem with using standardised advertising 
material in different world markets is that it is difficult to predict what part of the targeted 
consumer segment will correctly (relative to native speakers and the intent of the slogan) 
understand the text. For example, in one case (‘The sign of design with you in mind’), not all 
of the participants understood the meaning of the language in the slogan but overall responded 
positively and associated it with a high-end smartphone that has superior quality and an 
expected high price, like iPhone. This slogan more or less had the desired effect on them. On 
the other hand, some participants gained a negative impression from another slogan (‘It doesn’t 
take a genius’) which native speakers would judge to be positive. It is not possible to predict 
these kinds of reactions or what determines them because it is not possible to know the exact 
nature of English comprehension among the public. Nonetheless, the use of English in 
Indonesia to associate products with value perceptions and status accorded to English is often 
effective as suggested in the literature (see, for example, Bhatia & Ritchie, 2006) as well as in 
the experience of professionals in the advertising industry, as indicated in the focus group that 
was part of this study.   
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Do big with mini , maksimal serunya mini…
Sign of the design with you in mind
It doesn't take a genius
Dirancang dengan indah untuk anda
Flashing light, serunya bersmartphone…
Desain yang memuat pengalaman…
Smart that you can trust
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For this reason, one of the major issues in using English language slogans in advertising in 
Indonesia seems to be that the nature of English mastery and knowledge among the public may 
not conform to what advertisers expect. The high level of exposure, both through formal study 
and also through formal and social media, might suggest that basic mastery is good and is in 
line with the usage expected by native speakers. The findings of this study suggest that this is 
not the case and that Indonesian speakers have a structure of meaning for English that derives 
form their own experience but does not fit well with that intended by advertisers and possessed 
by a native speaker audience. It is also likely that the interpretations of Indonesian speakers, 
such as those seen in this study, are unique to Indonesia and derive from the ways different 
languages (Indonesian, English, local languages) interact and are appropriately used in their 
social contexts. This may mean that it is difficult to generalise about what advertising slogans 
will be effective in which markets, as the characteristics of different non-native speakers may 
differ based on the other languages in use in their environment. In other words, Indonesian 
speakers may react in ways that are characteristic of their background and understanding but 
that are different than speakers of other languages in other countries where the status of English 
is similar. This would present a major challenge for globalised advertising and may not be fully 
considered by advertisers.  
 
The perception consumers have about various advertising slogans has the potential to impact 
on their purchase decisions, and this is a major concern of advertisers who hope to influence 
them in a positive way. For the English language slogans used in this study, it was found that 
slightly more than half (53%) of the participants were not inclined to buy the product advertised 
with the generally disliked slogan ‘The sign of design with you in mind.’ The slogan ‘It doesn’t 
take a genius’, that was misunderstood by 20% of the participants, only discouraged 33% of 
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the participants from possible purchase. By contrast, only 40% of the participants were 
attracted by the slogan created by the author, ‘Smart that you can trust’, suggesting that they 
may have an internalised sense of professional advertising material, even though they may fully 
understand its content and, for this reason, the author’s slogan did not seem appealing. 
 
Cultural differences are important in influencing people’s attitude towards advertising 
messages in different markets. Using local or mixed language in advertising, however, may 
serve to distract consumers without persuading them of a product’s value (Jansson-Boyd, 
2010). However, it may allow consumers to understand the information presented. For the 
mixed language slogans used in this study, it was found that 44% of the participants were not 
interested in purchasing the associated smartphone. The slogan ‘Do big with mini, maksimal 
serunya mini harganya [Do big with mini, maximum fun at a mini cost] is an established slogan 
that uses English and Indonesian as a marketing communication strategy to try to capitalise on 
the status associated with English, while also conveying specific information using Indonesian. 
The aim of this seems to be to take advantage of the function of both languages to Indonesian 
speakers.   Similarly, more than half the participants showed no interest in purchasing a 
hypothetical smartphone that used the mixed language slogan created by the author, ‘Flashing 
light, serunya bersmartphone lebih maksimal [Flashing lights, maximum fun using a 
smartphone]. As noted above, the participants seemed to understand the term ‘flashing light’ 
to mean ‘flashlight’ or ‘torch’, which suggested a low-end smartphone with this added feature.  
The consumers’ perception was caused by a misunderstanding about the meaning of ‘flashing 
light’ which, in turn, was interpreted based on their cultural knowledge and affected their 
interest in the product.                              
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Overall, the findings of this study suggest that English language advertising is effective in 
attracting consumer attention and may also influence them to purchase a given product. 
However, it also indicates that there may be unintended negative impacts from using 
standardised messages developed for other markets where English language use is more 
established and is communicative in nature. For this reason, mixed language slogans may be 
more effective but necessarily sacrifice some of the attraction of a fully English slogan. There 
are several possible strategies that could be used by advertisers to get maximum benefit from 
the perceptions about language among Indonesian consumers that take advantage of the 
specific language context. First, since it is the case that English language slogans are appealing, 
regardless of comprehension, they may be valuable in attracting attention for a product but may 
need to be reinforced by the same information in Indonesian incorporated into the body of an 
advertisement. This study only considered isolated slogans, but such items are often used as 
part of longer ads, where there is room to have additional text in Indonesian that would 
reinforce the desired message of the slogan. This could also be supported by appropriate 
images, and aspect of advertising not considered in this study. Second, in order to take fullest 
advantage of consumer attitudes toward English in Indonesia, it may be better to use locally 
produced English copy than to use standardised slogans. The reason for this is that local 
copywriters are familiar with the ways in which English is used in Indonesia and are likely to 
be able to predict what will generate a favourable consumer reaction. English language slogans 
that appeal to native speakers or to speakers of a new English, such as in Singapore, may not 
have the desired effect on Indonesian consumers, and, vice versa, slogans using ‘Indonesian 
English’ may be ineffective for native speakers or other markets. In other words, the most 
effective advertising communication for Indonesia may be locally produced English which 
conforms to the characteristic understanding and usage of the language and also capitalises on 
the status conferred by English. Finally, the findings of this study suggest that, while much of 
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the literature on the use of English in advertising in non-English speaking markets is relevant 
for Indonesia, the complex linguistic context has certain unique features that are worthy of 
further study as they may affect consumer perceptions and intent in unanticipated ways. The 
size of Indonesia’s market and its desire for international products, including technological 
devices like smartphones, suggests that there may be considerable benefit from such specific 
study. 
 
5.4 The Impact of Language on Prestige and Brand Building  
It has been noted in many parts of the world that the use of English in advertising can affect 
the perceived prestige and brand image of product. The findings of this study show that this 
phenomenon occurred among the participants in this study, whose impressions about 
advertised smartphones were determined by the use of words and terms in the slogans. It has 
been found that a foreign language in ads can cause consumers to recall culturally embedded 
ideas or stereotypes associated with the language that are transferred to the product being 
advertised. Language that tends to impress consumers because it is associated with high 
prestige is often chosen by advertisers in the hope that these characteristics will be associated 
with the product in question. For this reason, global companies who want to advertise their 
goods or services across markets need accurate information about the status of languages, as 
well as cultural stereotypes, in the target market. This allows language to be used as a tool to 
create more effective advertising that fits with consumers’ perceptions and the associations 
they may make about brands.  For this reason, the importance of understanding the perceptions 
of the target market and in using signs, images, language, and other tropes that fit with its 
culture and outlook cannot be underestimated (Cayla & Arnould, 2008).   
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As discussed in Chapter 2, the language context in Indonesia is complex because of the use of 
numerous local languages, the national language (bahasa Indonesia), and several foreign 
languages, most notably English, in certain contexts. The majority of Indonesians speak a local 
language as their first language and begin to use Indonesian actively when they start school. 
Although they are generally exposed to the language before this time through TV and in the 
public environment, they do not use it for communication before they enter formal education. 
The study of English, as the main foreign language undertaken in Indonesia, is also associated 
with formal education and continues through the university level. Currently, Indonesian tends 
to be perceived as more prestigious than any local language and English as more prestigious 
than Indonesian or other foreign languages, although several other languages are favourably 
viewed by Indonesian speakers. In terms of prestige that might be associated with a product, 
English far outweighs other languages because of consumer perceptions about quality and the 
modern nature of the English-speaking world. 
 
The use of English in Indonesia today is influenced by historical, political, and sociocultural 
factors and is widely accepted by Indonesians as a necessity to compete in an increasingly 
globalised world. However, the use of the language in advertising is different from its use as a 
language for communication. While mastery overall tends to be low, English is now the main 
source of loan words in Indonesian and is associated with modernity (Lauder 2008). For 
members of the growing middle class, English symbolises educational achievement, 
international culture, and participation in the global cultural mainstream that is very popular in 
Indonesia (see, for example, Berger & Carroll 2003; Coutas 2006; Pennycook 2007 among 
others). This is the image that advertisers hope will be associated with their products that can 
be achieved through the use of English in their ads. In this, the situation in Indonesia is 
comparable to that described in other parts of the world where English has been observed as 
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making a significant impression on consumers (Krishna & Ahluwalia 2008) and may also draw 
their attention to the items being advertised (Garcia-Yeste 2013). The use of English in 
advertising has been shown to improve and intensify consumers’ feelings and the perceived 
value of product or services being advertised (Puntoni, Langhe & Osselaer 2009). Consumers 
in many parts of the world also tend to consider products advertised with English more modern 
and show a high self-reference effect (Micu & Coulter 2010). In addition, English frequently 
has an image connected to society’s elites and cosmopolitan prestige (Vettorel 2013). In other 
words, the use of English is used as a means of offering something of interest to attract more 
consumer attention and bring together specific opinions about something that are expressed by 
use of the language with the product being advertised.  
 
As described in Chapter 4, the participants who took part of this study have very clear ideas 
about the slogans that gave them specific impressions of the advertised smartphones. For 
instance, the established slogan ‘The sign of design with you in mind’ was seen as describing 
a classy smartphone. Participants felt this phone would be expensive and represent the high-
end of available products. This slogan gave them an impression of good quality as well, despite 
the fact that a significant number of them did not grasp the meaning of the slogan. Much of 
their impression seemed to depend on their interpretation of the word ‘design’, which they 
associated with artistic form and hence assumed the phone would have an unusual or fancy 
style of appearance. As a result, most of participants related the slogan to the iPhone brand, 
which to them embodied the characteristics they felt were implied in the slogan. Interestingly, 
this slogan was indeed used to advertise the iPhone 6, but participants seemed uaware of this 
specific fact. 
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Overall, the findings of this study show that English slogans were seen to represent expensive 
smartphones of good quality. This shows that the use of the English language was successful 
in influencing participants’ attitude about the prestige and image of an advertised product, even 
when they did not understand the meaning of English words or terms in the slogans.  In other 
words, English language slogans or individual terms can function as semiotic signs to 
Indonesian consumers that indicate quality, high price, and a range of other positive attributes. 
It is not necessary for consumers to understand the intent of the slogan itself, as long as they 
can recognise that the language is English. Nonetheless, English usage that is more consonant 
with the norm in Indonesia may have a more positive impact. 
 
This point is important and should be considered by advertisers. Advertising copywriters in 
non-English speaking countries are aware of the way in which English is used in their own 
environment and have an understanding of what kind of text will be meaningful to consumers, 
especially when English and the local language are mixed.  Advertising professionals 
interviewed in this study were very much aware of the power of English in the Indonesian 
market but were also concerned that the language used should conform to consumer 
expectations, especially for products aimed at middle class consumers. This emphasises how 
important it is for copywriters to choose the English terms to be used in a slogan in order to 
impress consumers. This cross-cultural perspective can be of great benefit but must take into 
account local usage, especially if text is to be adapted from other markets (Hornikx, van Meurs 
& de Boer 2010). 
  
An example of local understanding can be seen in the slogan ‘Do big with mini, maksimal 
serunya, mini harganya’ [Do big with mini, maximum fun at a mini cost] that mixes English 
and Indonesian.  The English here reflects Indonesian usage, even though the phrase ‘Do big 
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with mini’ might seem odd to English native speakers. Consumers understood this established 
slogan to refer to a small but advanced smartphone of moderate price. Interestingly, they 
appeared to view the mixed language as reflecting a lower priced item than would be advertised 
by a fully English slogan like ‘The sign of design with you in mind’. This perception is 
consistent with the responses of the advertising professionals interviewed, who stressed that 
the higher the cost of them item and hence the more affluent the consumer segment targeted, 
the more English is normally used for the Indonesian market.  From the advertisers’ point of 
view, this is because of the sociolinguistic pattern discussed above, where higher exposure to 
English correlates with more formal education and professional status which is associated with 
higher income and greater purchasing power. From the consumers’ point of view, the patterns 
of language use in advertisements is an indication of product cost. They seem to have a 
perception of this fact, even though they were not able to articulate it specifically. 
 
It was also interesting to note that participants had very specific impressions of the Indonesian 
used in advertising slogans, such as with the established slogan ‘Dirancang dengan indah untuk 
Anda’ [Beautifully designed for you]. While participants generally felt this was an attractive 
slogan, they associated it with a “feminine” smartphone, that would be both expensive and 
elegant. This understanding likely derived from the way in which ‘dirancang’ [designed] and 
‘indah’ [beautiful] tend to be used in Indonesian advertising. This demonstrates that customary 
usage in a language is absorbed by consumers who are constantly exposed to advertising 
material and gradually form associations with certain types of product. In fact, there is nothing 
in the standard usage of either of these terms that should indicate a feminine product or one 
intended for women. However, this impression may derive from other products the participants 
have seen that use similar phrasing in their slogans. Dirancang often appears in ads for homes, 
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furniture, interior design and so forth, whereas indah is often applied to items that are portrayed 
as superlative in terms of appearance. 
 
Overall, the findings of this study show that the participants did react to language in advertising 
slogans but that both Indonesian and English lent prestige to the advertised items under certain 
circumstances. When this occurred as well as the participants’ reactions to specific words and 
terms reflected the ways language is used in Indonesia and the norms of communication, 
including as have been established for advertising. These stresses the importance of local 
knowledge as well as the importance of understanding unexpected connotations of certain 
foreign language terms to people who are not native speakers and, in this case, do not use the 
language for communication. In other words, the findings of this study suggest that there are 
specific conventions and interpretations of English in Indonesia that may be unique and that 
certainly differ from the perceptions of native speakers. In turn, this suggests that advertising 
copy developed for other markets may not achieve the desired prestige effect unless it is 
adapted for Indonesia based on the conventions of local usage. A second significant aspect of 
the role of language in giving prestige and status to an advertised product is that Indonesian 
consumers seem to have very clear ideas about what certain Indonesian terms convey, which 
derive from past use in advertising. While there is no doubt that a certain level of status can be 
ascribed to a product through advertising in Indonesian, it also seems to be the case that 
consumers have certain impressions that may be very difficult to change about the implications 
of certain usage. If an understanding of this is not applied in designing advertising copy, again 
the slogan may not have the desired effect or may have a different effect that is not intended 
by the advertiser that can affect the perceived prestige and status of the product. 
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5.5 Summary 
This chapter discussed the findings of this study that were presented in Chapter 4. The impacts 
of language use in advertising slogans on consumer preceptions’ leading to a decision to 
purchase an item advertised with the slogans considered as part of this study were presented. 
It was found that the language of the slogan did, in fact, influence consumer perceptions in 
ways that generally correspond to those reported in the literature for non-English speaking 
markets but that Indonesian speakers have a number of characteristic understandings of words 
and phrasing that do not correspond to usage in other markets. This supports the observation 
that a characteristic Indonesian dialect of Enlgish may be emerging but also indicates that 
advertisers must be aware of the way in which English is used in Indonesia is order to gain 
maximum benefit form the social advantages associated with the language’s use. This study 
shows that Indonesian consumers may not react to advertising communication in the ways 
intended by the advertiser ot that would be natural for native speakers and, in this sense, it is 
possible for ads to have an effect opposite to what is desired unless the language used is 
consonant with consumer expectations. This was found to derive from very strong impressions 
associated with certain terms and forms of language use that would be difficult to predict and 
that may be unique to this market. 
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Chapter 6 
Conclusions and Recommendations 
 
This study concerned the impact of English language advertising for smartphones on middle 
class Indonesian professionals in Jakarta, the nation’s capital. Thirty participants, 15 men and 
15 women, who were university educated and used a smartphone, took part in the study. These 
participants reflected the make-up and technology use of the growing Indonesian middle class. 
The participants ranged in age from 22 to 60 years old. Eight of the participants had master’s 
degrees while twenty-two had a bachelor’s degree. All aspired to a professional status that 
required them to use a smartphone in almost all their activities. This demographic is one of the 
most important consumer segments in Indonesia and, for this reason, it was selected to study 
the impact of English language advertising. The criteria of formal educational background was 
used because level of English is directly related to educational attainment in Indonesia, which 
is also closely linked to economic status. For this reason, it was assumed that exposure to 
English would affect the perceptions of these consumers and potentially influence their 
intention to purchase an advertised smartphone.  
 
6.1 Summary of Findings 
The findings of this study suggest that the participants who took part are strongly affected by 
the language of advertising slogans which impacted on their response to ads and created an 
impression that led to them deciding to purchase the product. The participants were asked to 
discuss their feelings about various advertising slogans that used only English, mixed 
Indonesian and English, and only Indonesian. Several of these slogans have been used to 
advertise smartphones in Indonesia, while others were created by the author to attempt to 
understand the elements of the slogan that might affect consumer perceptions. Study 
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participants were shown the slogans in isolation and were not informed which slogans had been 
used in the Indonesian market or what brand they were associated with. 
 
The results of this study show that many participants did not understand the meaning of the 
English terms and phrases in the ads, even though they generally found these slogans appealing 
and interesting. Even though they were not fluent in English and did not fully understand the 
meaning of the slogans, some of these participants had strong ideas about the hypothetical 
smartphone being advertised based on the way they interpreted the slogan. They were more 
interested in slogans that used English or mixed English and Indonesian than those that used 
only Indonesian and tended to view a product that was advertised using these English or 
English-containing slogans more favourably.    
 
It was found that much of the participants’ reaction was to the symbolic usage of English words. 
That is, the participants reacted positively to the presence of words they could recognise as 
English, whether or not they understood them or the meaning of a slogan overall. More than 
half of the participants reacted positively to such slogans. These participants had good or 
positive associations with the advertised smartphone, even when they had difficulty 
understanding the slogan or didn’t know the exact meaning of the English words or terms. 
 
In relation to mixed Indonesian and English language slogans, the participants in this study 
noted that such advertising can be confusing, especially when they try to compare the English 
content with the Indonesian text. Based on these slogans, however, more than half of the 
participants felt that the English did contribute to an overall impression of prestige that might 
increase the perceived prestige of the product. Despite this, these participants’ responses were 
still more positive than for the Indonesian language slogans. While the use of Indonesian in the 
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slogan did provide information about the product that was more familiar to the study 
participants, Indonesian slogans were not seen as enhancing the prestige of a product or their 
estimation of its quality.   
 
The aim of advertising slogans is to appeal to consumers, attract their attention, and stimulate 
them to learn more about advertised products. The use of English or mixed English and 
Indonesian in advertising in Indonesia does seem to influence consumers’ attitudes about the 
slogans. Even when participants did not understand the meaning of a slogan, they still 
perceived the slogan as amusing and tended to have more favourable feelings about the 
advertised smartphone. The use of English language in a slogan improved the image of an 
associated product because Indonesians generally associate English with sophisticated and 
cosmopolitan items. The participants also expressed very strong ideas about the connotations 
of words used in the slogans that derived from the ways in which both Indonesian and English 
are used in Indonesia.  
 
The use of a foreign language like English in advertising is a part of a marketing 
communication strategy to appeal to consumers’ awareness of a product. It was found that the 
participants in this study were likely to base their purchase decision about the advertised 
smartphone on the advertising slogan. Advertisers often use English in non-English speaking 
target markets like Indonesia as a way of generating awareness of their product and capitalising 
on the associations of the English language. The brand image of the advertised product is 
another consideration in advertisers’ decisions to use English in a slogan. However, this study 
suggests that copy writers need to adjust the language in slogans to fit local usage in the target 
market. This is most relevant for high-end products, but it is also important to note that, in 
markets like Indonesia, even consumers with the most exposure to English have a local 
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understanding of the language. This means that advertising originally created for native 
speakers of English may be misunderstood or viewed in ways that are different than the 
advertiser expects. 
 
The participants in this study had various impressions of the slogans tested. Their ability to 
understand English differed widely because English is not a language of communication in 
Indonesia. Generally, English is a prestige language that is associated with the middle and 
upper class, higher levels of education and higher income. In advertising, the use of English 
tends to symbolise excellence, attractiveness, sophistication and quality. Although some of 
participants were still confused by or had difficulty interpreting the English language in the 
slogans, they did feel they understood something from the English that created a preference for 
the advertised product as well as a strong impression about what it might be like.  
 
Finally, while not specifically an aim of the study, the findings suggest that there are 
characteristic ways English is used in Indonesia that are unlike the ways native speakers use 
the language. Participants were noted to have clear impressions of the connotations of certain 
terms based on the way they had been used in prior ads or the way in which Indonesian speakers 
usually applied them. These did not always conform to the ways in which native speakers of 
English normally understood the same terms. This suggests that there may be a benefit to 
advertisers in having English language slogans and advertising material produced in Indonesia 
by local copy writers who are familiar with the conventions of use of English by Indonesian 
speakers. 
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6.2 Conclusions 
This study had four research questions. They were: 
1. How does the use of English language in advertisements influence consumers’ intention 
to purchase the advertised item? 
2. How do consumers perceive the use of English in advertising and what is the symbolic 
content of such ads? 
3. To what extent do consumers understand the meaning of English used in advertising and 
how does their understanding compare to the intended interpretation? 
4. To what extent does use of English affect the prestige, social value and/or brand building 
of the advertised item? 
 
The answers to these research questions are contained in Chapters 4, and 5, but can be 
summarised as follows: 
 
Question 1 related to the ways the use of English in advertisements might influence consumers’ 
intention to purchase the advertised smartphone. As discussed, the use of the English language 
serves as a symbol and suggests to Indonesians that the product is sophisticated and high 
quality.  Participants responded positively to the English words in the slogans and, as a result, 
tended to like or be curious about the product associated with the slogan.  However, because 
English language mastery is limited in Indonesia, it was found participants became 
disinterested if a slogan used difficult English words that they were not familiar with. This is 
because the way English is used in Indonesia, including in advertising, may differ considerably 
from the use of native speakers and the words understood by the average consumer may be 
limited and formed by Indonesian conventions.   
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Question 2 related to consumers’ perceptions about the use of English in advertising and the 
symbolic content of a slogan. As is the case in other countries around the world, the use of 
English in advertising in Indonesia is intended to attract attention and associate some of the 
positive impressions connected to the language with the product being advertised. In Indonesia, 
English in slogans tends to be seen as reflecting a cosmopolitan image and international values. 
Participants’ responses were consistent with those of Indonesian consumers in general: that 
English language in ads is more interesting and indicates a preferred product. They tended to 
have a more positive image of an imagined smartphone advertised with an English language 
slogan. In this, Indonesia is similar to other non-English speaking markets: the use of English 
advertising can be beneficial in the marketing of higher end products intended for middle class 
consumers, regardless of whether these consumers can understand the full meaning of the 
slogan.  
 
Question 3 related to consumers’ understanding of the meaning of English used in advertising 
and their interpretation of the slogans tested. The participants’ responses to advertising that 
uses English words in the slogan showed that specific words and phrasing cannot be understood 
by many consumers. This suggests that English cannot be used to convey important 
information about a product but remains of high value for creating a positive image of an 
advertised item. This effect was superior to Indonesian slogans or mixed language slogans 
which did not give the participants as strong an impression or one that was as favourable. It 
was also found that participants tended to focus on key words in the English language slogans 
while expressing confusion about the meaning of the whole phrase or sentence. They also 
understood specific terms to have particular connotations that are related to the way English is 
used in Indonesia. The connotations were generally positive, however, and did not detract from 
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their impression of the advertised smartphone. This finding reinforces the value of English in 
advertising as a way of attracting consumer interest and creating a positive view of the product. 
 
Question 4 related to the impact of English language in affecting the perceived prestige, social 
value and brand of the advertised smartphone. It was found that English did successfully 
influence participants’ attitudes about the prestige and image of an advertised smartphone. The 
participants felt that an English slogan was a sign of high quality, high price and positive 
product characteristics. This suggests that English language in advertising has a positive impact 
on Indonesian consumers and that they have an established image that they associate with 
English language advertising. Copywriters in Indonesia are aware of this and stress the 
importance of using English to advertise products intended for middle class consumers where 
image is more important than comprehension of the advertising slogan.  Language that tends 
to impress consumers is associated with high brand prestige and a positive view of the product 
in question.  
 
Overall, this study suggests that Indonesian consumers have a specific and favourable 
impression of the English language as a symbol of prestige or high status that they ascribe to a 
product that is advertised using an English slogan. These products are seen as modern, high 
quality and sophisticated, and this can influence Indonesian consumers’ feeling about the 
advertised product.  Although the majority of Indonesian do not speak English and many do 
not understand the meaning of English words in advertising slogans, their reaction to an English 
language slogan can be seen to influence their attitude about the advertised product. This 
suggests the importance of English in advertising in Indonesia but also the need to understand 
how Indonesians use English, as well as the specific meanings they ascribe to common words 
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and terms in order to gain the most benefit from linguistic and sociolinguistic factors in 
advertising. 
 
6.3 Implications 
The results of this study have important implications for advertising for middle class consumers 
in Indonesia and stress the importance of language that fits with the perceptions of this target 
market. In this context, global marketing campaigns that use standardised or adapted 
advertisements may be misunderstood or fail to bring the full potential benefit that can be 
gained from using English in Indonesian advertising. There is evidence that a specific dialect 
of usage is beginning to develop in Indonesia that reflects the characteristics of the way 
Indonesians use their own language as well as the nature of the English they are exposed to. 
For this reason, there may be greater benefit in having English language copy produced in 
Indonesia by local writers who are familiar with language use in the community as well as the 
connotations of specific words and terms. The very large Indonesian middle class, which is still 
growing, is an important market for many types of product, not just the smartphones that are 
the subject of this study, and may justify the development of advertising material specifically 
tailored for its consumers. While the findings of this study cannot be considered representative 
of the entire Indonesian population, it is likely that consumers in other parts of the country 
would react in ways that are similar to this study’s participants. The impact of English as a 
prestige language associated with high status, modernity and sophistication can be felt all over 
Indonesia, and the findings of this study most likely do reflect similar attitudes in other 
locations outside the national capital. It is also likely that the impact of English described in 
this study would extend to other types of product, but the impression of modernity and 
sophistication reported by the participants may be most relevant for other products that are 
associated with technology and modern innovation. In terms of language, the fact that English 
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language slogans were more effective at creating consumer interest as well as favourable 
impressions about a hypothetical product reinforces some the observations that have been made 
about language domains and language use in Indonesia and emphasises the importance of 
understanding this context as the basis for designing effective advertising. 
 
6.4 Recommendations for future research  
The findings of this study suggest that there is important insight to be gained from a deeper and 
more nuanced understanding of the way in which language affects individual attitudes, 
especially consumers’ intention to purchase an advertised product. In this study, for example, 
participants expressed varied impressions and interpretations of specific words and slogans that 
were quite different from the ways in which native speakers understand them. This means that 
participants’ interpretation might not match the intent of the advertiser. This is an important 
area for future study because it has the potential to greatly affect the impact and success of 
advertising campaigns in Indonesia’s large consumer market. It also hints at the emergence of 
an Indonesian dialect of English, with specific characteristics and rules of usage, that has not 
yet been described and investigated. This study acknowledges that the use of English in 
advertising appeals to consumers and affects their purchase intentions, but it would be very 
beneficial for advertisers to consider the different characteristics of Indonesian speakers’ usage 
and that of native speakers. This would inform future advertising campaigns, leading to greater 
success, and would also provide important information about language use that is not currently 
available and that would contribute to the elucidation of the Indonesian linguistic context.    
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